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PICTURE THEATRE 


In comparison with other national media, 
motion picture consumer advertising is young: the 
use of theatre screens for national advertising is 
less than six years old. 

Young, yes—but already mature and strong 
enough to point to a family of happy clients— 
aggressive advertisers who are leaders in their 
fields. 

For instance: Case History B. The client is the 
largest manufacturer of better type shoes in the 
country. In 1933 Minute Movies were tested with 
a full color playlet-—demonstrating various tech- 
nical features and showing new styles and colors. 
The company’s dealers paid part of the cost of the 
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A PROMINENT ADVERTISER HAS USED MOTION 
ADVERTISING FOR FIVE CONSECUTIVE YEARS... 


program. The Minute Movie was so successful in 
selling these high priced shoes that a large ma- 
jority of the dealers decided to spend additional 
amounts of their own money if the company would 
use the plan again. It did—and has for eleven con- 
secutive seasons. 

To help you harness the sales punch of one 
minute films to your advertising program we offer 
more than 8,400 theatres from coast to coast. You 
may select as many or few as needed for your 
plans. Let us give you the results of other cam- 
paigns booked and serviced through our organi- 
zation and let us show you some of the Minute 
Movies now in use. 
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GENERAL SCREEN ADVERTISING, INC. 
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FILMOSOUND “ACADEMY”’ isthe sameas FILMOSOUND “MASTER.” A powerful 16 
the “Commercial” except that (1) itis in| mm.sound film projector for serving larger 
two cases, one enclosing the projector for audiences. Offers the wide range of services 
quiet operation, and (2) it projects both ofthe “Utility,” plus even greater audience- 
sound and silent film. Complete, only $298 handling capacity. Price. . . . . . $410 
FILMOSOUND “UTILITY” offers all the features of the “Academy” plus greater 
picture illumination, greater maximum sound volume, clutch permitting still picture 
projection, and reverse lever for repeating sequences. Complete, now only . . $369 


FILMOSOUND “AUDITORIUM.”’ Combines ready porta- 
bility with capacity to serve very large audiences. 1200- 
watt lamp. Either one or two projectors are controlled 
from panel on amplifier—instantaneous changeover to 
avoid program interruptions. From... ... . . $875 





PRECISION-MADE 


BELL & HOW 





FOR EVERY NEED 


and a 
supremely gine! 


FILMOSOUND “COMMERCIAL” (/e/t), Those who show your business film will 
appreciate this compact, single-case Filmosound for office, salesroom, hotel 
room, or medium-sized auditorium. It is easy to carry, and easy to set up, too. 
No fuss, delay, or embarrassing complexities. Has 750-watt lamp, powerful 
amplifier, 1600-foot film capacity, speaker-hiss eliminator, ‘floating film” pro- 
tection, and provision for using microphone or phonograph turntable. Quantity 
production and simplified controls make possible its new “bargain” price. 
a ee ee erg ae ee ae ae ee er re ae eee 


Here’s Why You Need Filmosound Quality 


HEN you select projectors to show your business film, consider 

the task they must perform. They must project brilliant, flicker- 
less pictures and reproduce sound faithfully and without distortion 
from tiny 16 millimeter film which races through the projector at a 
rate of 24 pictures every second! Your projectors must protect the 
delicate film from scratching and wear, must be easy to use, must 
make a showmanlike presentation every time. 

These—and many more—are “musts” best met by Filmosounds, 
made by the makers of preferred Hollywood cinemachinery, and the 
choice of such leading business film users as Chrysler, Ford, General 
Motors, and hundreds of others. 

There are many 16 mm. Filmosounds. Each serves certain needs best. 
Most have been recently reduced in price. All are of one quality—the 
finest! Mail coupon for details. Bell & Howell Company, Chicago, 
New York, Hollywood, London. Established 1907. 


FILMOARC provides MAIL COUPON FOR DETAILS 


the ultimate in screen 
brilliance and sound 
volume in largest audi- 
toriums. Yet it is sim- 
ple to operate because 
of automatic carbon 
feed, centralized con- 
trols, and mistake- 
proof connections. 
Priced from . . $1500 


cE. © 


BELL & HOWELL COMPANY BS NO. 6 
1808 Larchmont Ave., Chicago, III. 


Send details on 16 mm. Filmosounds for business use. 
Interested in models: ( ) Commercial; ( ) Academy; 
( ) Utility; ( ) Master; ( ) Auditorium; ( ) Filmoarc. 
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The FILM FORUM 


COLUMN OF LETTERS FROM 


Training Retail Clerks 


We greatly appreciate the considera- 
tion shown us in notifying various 
firms of our desire to secure informa- 
tion regarding slide films. We have 
written to several of these firms, and 
are trusting that we will receive same, 
as we feel that they can be used to a 
great advantage in our educational 
meetings with our sales force. 

We operate a chain of 20 retail de- 
partment stores, and it is my desire 
to bring my sales force together at 
stated times in an effort to better ac- 
quaint them with the manufacture 
and construction of different kinds of 
material and merchandise that we 
stock. I feel that motion pictures and 
slide films will be the best method to 
employ to bring about the desired 
results. I know that an impression re- 
ceived through the eye has more stay- 
ing power than one received through 
the ear alone. I feel that if I can edu- 
cate my selling force to the point 
where they will have a concise knowl- 
edge of the merchandise which they 
are selling; they will be able to present 
these facts to the customer in such a 
way that the customer will purchase 
the product, because he too will know 
the value of the article presented for 
sale. 

I feel that a sales person who has 
seen a picture of the manufacture of 
wool from the time it leaves the back 
of the sheep until it is completed into 
a beautiful blanket will not only be 
able to make a sales talk that will re- 
sult in a sale; but will at the same 
time appreciate the fact that she is 
offering something wonderful and 
beautiful, and will even in spite of 
herself radiate a certain enthusiasm, 
born of the confidence she feels in 
knowing her product, that will be 
contagious. 

Not only will this work out in the 
completion of more sales, but I feel 
like a knowledge gained in this man- 
ner will also help oo sales person to 
feel that he is an integral part of a 
set-up that has something to it other 
than just the across the counter con- 
tact. This feeling will physiologically 
tend to instill in the clerk a feeling of 
contentment, knowing that she is a 
part of such a great scheme of things; 
and it will lift her out of the hum- 
drum of every day selling. 

Your cooperation will be greatly 
appreciated. 

Jor WoLENsS 

K. Wolens Department Stores, Inc. 

Corsicana, Texas 


The British Film Field 
Business motion pictures in this coun- 


try are not so widely developed as 
they are in yours and many rather 
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lamentable efforts have been pursued 
with the result that the Commercial 
Film has fallen into disrepute. 

I want you to realize the great dif- 
ficulty we have over here in flying the 
flag for Commercial Films. English 
businesses and audiences are nothing 
like so publicity minded as yours, 
with the result that Commercial 
Films have had to be produced large- 
ly as entertainment features or docu- 
mentaries, and you will realize that 
the fund of ideas for both of these 
if, after a few years,becoming some- 
what limited. 

The Slide-Film is practically un- 
known over here, in fact it is, to my 
knowledge, only used in the cheaper 
form of “Trailer” for legitimate film 
entertainment. 

I wonder whether you would be 
willing to co-operate with us in sup- 
plying material dealing with the pro- 
duction of films designed to teach the 
Fundamentals of Salesmanship. At 
the moment there is no organization 
over tackling this important side of 
the business. 

A. CAMPBELL GiFrrorD, Editor 
Commercial Film Review 
London, England 


Bureau of Mines Films 


I have read with very much interest 
articles appearing in Business Screen 
pertaining to activities in the educa- 
tional film world. 

We have at the present time ap- 
proximately 5000 reels in our library 
that were shown last year on 100,352 
occasions to an attendance of over 
10,000,000 persons. All expenses in- 
cidental to the production of these 
films are paid for by American indus- 
try, as well as that of providing copies 
for Government distribution. The 
prints are loaned free of charge with 
the exception of transportation costs. 
During the past eighteen years mem- 
bers of the mineral and its allied in- 
dustries have appropriated approxi- 
mately $1,000,000 in order to carry 
on this work. 

M. F. Leoro.p, Safety Engineer 
U.S. Dept. of Interior 
Bureau of Mines 


Note of Appreciation 


I wish to compliment you on the 
article in your recent issue entitled 
Baseball's Good Will Ambassadors. 
This subject was very capably han- 
dled, and we wish to extend our 
“thanks”. 

Lew Fonseca 

Director of Promotion 

American League of 

Professional Baseball Clubs 


























LEADING FILM PRODUCERS RECOMMEND DA-LITE SCREENS 


For Perfect 
Showings 
of “THE TUTTLE 


TUGGER” 
DEERE & COMPANY'S 


NEW 4 REEL 
SOUND MOTION PICTURE 


WILDING 


PICTURE PRODUCTIONS, Inc. 


4e¢—"lJse DA-LITE SCREENS" 


Scene from “The Tuttle Tug 
ee ‘ ‘ ger” Deere & Company’s new 
Wilding Picture Productions, Inc., reports that it has used and recommended 


sound motion picture. Deere 
DA-LITE Screens for more than a dozen years with entire satisfaction. & Company use several types 


of Da-Lite Screens including 
, . +9 T 
“We have found no acceptable substitute for DA-LITE”, says Mr. Norman the 
















Challenger shown here 














E. Wilding, President, “and have urged its use by our clients. Some recent pie gues hy bonne — 
Wilding productions now being shown on DA-LITE screens include anywhere. 
“This Year It’s Oldsmobile” “Let’s Go Modern” 
FOR THE OLDS DIVISION OF GENERAL FOR THE CHRYSLER SALES DIVISION, 
DA-LITE STANDARD MOTORS CORPORATION CHRYSLER CORPORATION 


This light, easily The roller- 


tunel ammaen mounted Glass: “Dan Dope Marches On” “They Discovered America” 
can be set up Beaded Screen, 

anywhere, in 15 metal case and FOR THE WILLARD STORAGE BATTERY FOR THE GREYHOUND MANAGEMENT 
seconas sizes, ripoa are ali in 

30” x40” 10 70" one unit COMPANY COMPANY 

x ” inclu- 


sive ~ ° . . . . 
Experienced users as well as leading producers of business films specify 
Da-Lite Screens for brilliant projection, unmatched convenience and long 
dependable service. 








NEW FREE DATA BOOK /, 





Mail Coupon Now! 





DA-LITE SCREEN COMPANY, Inc. 
Dept. 6B, 2723 N. Crawford Ave., Chicago, Ill. 


Without cost or obligation to us please send your NEW 
data book on screens and the surfaces and mountings which 


are most suitable for showing business films. 


NAME.... 





FIRM NAME. 
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aad O VER 19,000,000 feet of original 


negative is now available — and thousands of feet of new 


film are being added daily by Pathe’s production and news 
departments @ Subjects include Army, Navy and Air Force 
maneuvers —strikes and riots—floods, explosions and other 
catastrophes — all sports — Important national and interna- 
tional personalities — Nationwide aerial shots— major indus- 
tries, farming, mining and manufacturing — scenics, domes- 
tic and foreign @ Avail yourself of this wealth of material and 
slash production costs by eliminating transportation and loca- 
tion expense — reducing weather hazards — saving airplane 
charter — cutting studio costs @ Pathe offers you efficient 


selection and screening facilities, speediest delivery and 


quality prints from original negative @ 
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PPATHE NEWS Inc. 3 

George P. Mills, Library Sales oa 
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orice Van Operate It 


The New 


ps Offer- 
nel 


Becaus® 


,mprosoUNDs 
Centralized Operating Pa 


- txtreme Portability and Compactness 


‘Quick asy Set-Up 


o \JMuiet...NO “BLIMP” IS NEEDED... 





. . » And So Low in Price 
Every Budget Can Afford It 





For school, home, church or industry — these remarkable 
new Ampro Sound Projectors now give you sound pictures 
inexpensively — anywhere and at a moment's notice! You 
simply set up the machine, plug it in and turn it on. It is as 
simple as that! All controls are centralized on one conveni- 
ent illuminated panel. Threading has been simplified so 
that it is as easy as on the ordinary silent projector. Truly 
— the merest novice can operate these new units as easily 
as a radio. 

Another important feature of Ampro'’s new Models X and 
Y is the EXTREME QUIETNESS of operation. There is none 
of the customary objectionable loud hum. When you are 
right next to the projector itself you are scarcely conscious 






































of its operation. The proof of all this is the fact that no case 
or ‘‘blimp" is required to cover the projector when it is 
being operated. 

Convenient portability is another characteristic of the 
new Ampro sound models. These machines can be packed 
in a few moments time — they swing into operation as 
easily and as quickly as a portable typewriter! 


MANY OTHER UNUSUAL FEATURES 


In addition, the new Amprosound Units offer numerous 
other special features and advantages that make them to- 
day's greatest sound projector values. These include: A 
Quick-Cleaning Optical System; Economical Operation 
with the standard pre-focused projection lamps; New Sim- 
plified Design — it is just mechanically impossible to tear 
film perforation — and fast Automatic Rewinding. And to 
top these all are the new low prices — so that now even 
the most infrequent user of sound films can no longer af- 











Name 


City 


Address 


ford to be without efficient sound projection equipment 
Send coupon below for full details. 


NEW LOW PRICES—— 


Model ‘'X''— equipped with 60-cycle A. C. te 
motor, including 1600-foot reel, 8’ dynamic 
speaker, complete accessories and cords, & . 


comes in one case all weighing only 49 Ibs. 





Model ‘Y'’— equipped with Universal 

A. C.-D. C. motor for both silent and sound ’ 

film speeds, including complete accesso- ° 

ries and cords, with 12” dynamic speaker, ” 
comes in two compact cases 


(Model “‘Y"’ also is available in one case, complete acces 
sories, with 8” speaker. 


Please send me the new 1939 Ampro Catalog. | am particularly 
interested in: 

New Amprosound Models ‘'X"’ and “Y"’. 

Ampro 16mm. Silent and Convertible to Sound Projectors. 

All Ampro 16mm. Sound Projectors, including Ampro-Arc. 

Ampro 6mm. Continuous Projectors (for Displays — World's Fair 

and Convention Exhibits) . 


State 
BS239 








BEHIND YOUR NEXT ppopucTionr 


TECHNICAL SKILL ACQUIRED IN OUR YEARS OF SUCCESSFUL FILM PRODUCTION FOR MANY 
NATION ALLY KNOWN CONCERNS CAN SOLVE yOUR MOTION PICTURE & SLIDE FILM PROBLEMS 







dynamic picturization for the American 
Association of Car Wheel Manufactur 
ers — a” from car-wheels to comfort — 





Food fot Thought — increased sales ~ 
for Jo orrell & Company —_— 
McNe! & Libby: Stewart arner COrp° "| V ‘ 
ration Red and White Corporation z Raa 5 a 4. 
and th Roquet rt Association are some ‘eS WO ( 
of the ° o have profite from 
Chicag°e ilm Laboratory mer handising 
presentation® 
iNDUSTRY 
= ‘Snow Fighters’ produced for the Inter 
4 Fy national Harvester Company: stars MO 
J ystrial ma ine ama © 
Tf en against nature- We are justly prow 
. At 4 a + of industrial clients, which * 
mo a Chalmers Mig. © mpany: 
\ at debaket Co e Caterpillar 
Company: th ain Belt Com 


EDUCATION 


“Fit for the Future”. the absorbing story 


oo, 
of life at Culver Military Academy: Other , he ero ™ ‘ f\ \\ rae } 
educational films currently in production ' ¥ ( \) \ ha | “2 
include 4 ental hygiene ilm for Koly j ‘ ‘ = \ im Cra eye x 
nos and for the Chicago Park System. * , y Yee ' * ah kt c rs wr 
series beng released for theatre show" ys ( \7 
ings 


clients in this distinguished field — the 
American College of Surgeons and the 
Petrolagat Laboratories- 





CHICAGO a 
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60 FILM LABORATORY, INC. 


AND GENERAL OFFIC 
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. WAL 
CHICAGO, ILLINOIS TON PLACE + WHITEHALL 6971 











@ How Does Hollywood do it? Not 
content with juggling double-fea- 
tures in all their class a-b-c-and x 
profusion, mixing it with the gov- 
ernment on the trust charges and 
doing a little commercial produc- 
tion on their own, our feathered 
friends on Sunset Boulevard are 
now handing out, via the press and 
exploitation route, statements de- 
crying the “menace” of theatrical- 
lv-released These 
fromthe 
members of this 
colony have no importance, partic- 
ularly in light of the fact that the 
comparatively small theatre chains 
they represent, (as in the case of 
Warner’s) have never shown com- 


commercials. 
remarks 
worst-informed 


misleading 


mercial screen subjects since they 
prefer to sell their own shorts and 
to advertise, at considerable 
length, their own features. 

The proposal of the Motion Pic- 
ture Producers and Distributors to 
label all sponsored films with an 
“advertising” seal in the title 
frames has been publicized exten- 
sively by the amusement and ad- 
vertising trade press. Nowhere has 
the important fact appeared that 
the mMpppa “controls” only about 
1500 of the sixteen thousand thea- 
tres in America, that the majority 
of these have never shown “com- 
mercials” and that, finally, the au- 
dience and the exhibitor are the 
only important judges. Certainly 
there is not the slightest moral or 
ethical angle involved for these 
producers have exploited and en- 
couraged advertising-feature tie- 
ups for the past three decades. 
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* That such a production as Men 
Make Steel, sponsored by the 
United States Steel Corporation 
and “subversive” 
propaganda (unless the existence 
of that company and its plants is 
now considered subversive) is far 
better entertainment than the typ- 
ical “musical short” sold to the ex- 
hibitor is not even questioned. Per- 
haps what is questioned is that the 
“free” film lost the entertainment 
producer a sale for his “short.” 

*We Hare to do this, but the 
statistics compel us to announce 


containing no 


that there are now twenty-one cur- 
rent business films beginning with 
the words Romance and Romantic 
and forty-four that start out with 
the very original Story of. 

* AtrnouGn TELEVISION, accord- 
ing to such competent observers 
as Commander Eugene McDon- 
ald, president of Chicago’s Zenith 
Radio Corporation, is still far from 
ready for the market, the New 
York Fair ballyhoo surrounding 
the RCA-National Broadcasting 
Company exhibit built up 
more interest in the commercial 
film angles involved. Certain it is, 
as we predicted some issues back, 


has 
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CAMERA EYE 


COMMENT 


iRESS FUE RCmMS 


that commercial pictures will be 
the most economical solution to 
present telecasting problems. For 
the moment, though, we believe 
that advertisers and producers 
alike can look upon this branch of 
the business as a “future” interest 
and concentrate on the very use- 
ful jobs which films can and should 
do in many unexplored fields. 

* SOON-TO-BE-PUBLISHED: Articles 
by Nathan D. Golden, chief, Mo- 
tion Picture Division of the De- 
partment of Commerce; by J. T. 
Gafill on the subject of industrial 
film audiences; and the annual 
awards issue of Business Screen. A 
complete equipment digest is also 
in preparation for spring publica- 
tion. 

* New AND IN THE News: Alle- 
gorical pictures illustrating the de- 
velopment of various phases of 
Canada, including farming, min- 
ing and manufacturing are to be 
produced by the Dominion Gov- 
ernment under a National Film 
Board setup. Show Your Colors, a 
public relations picture dealing 
with traffic problems and sponsor- 
ed by the Shell Petroleum Corpo- 
ration is now being produced. 

















The typical scene from 
one of Alka-Seltzer’s 


shorts 
the subject 
Looks at 
Adi ertising”’ 
which appears on Page 
17 of this issue as the first 
of a new article series. 


many screen ad 
brings up 
‘Business 
Screen 





x FIRST 


by the 


Men Make Steel, \ 
Selling Ameri 


Jerry Pulls the Strings 


First Century 


Sounp Motion Pictures 
. S. Steel Corp. 
a, Jam Handy Org. 


American Can Com 
pany 


of Baseball, Fisher Body Co. & 


American League 


{ll In a Day, Consumers Power Co. 


New England, Yesterday & Today 


This Way Please 
It’ 


Y. 


u 


Hurricane's Challenge, American 


Remington Arms Company 


s the Little Things that Count, Bates Manu 
facturing Company 


inkee Doodle Goes to Town, Collier's Maga 


Zinc 
d Magic, Aetna Life Insurance Co. 


Telephone 
and Telegraph Co. 


OVER TWO HUNDRED FILMS HAVI 
SELECTIONS ARI 
x 


BY NO MEANS 
STILL BEING 
APRIL 25, 


1939. 


NOMINATIONS x 


Business Screen Awards Committee 


The Fall Guy, National Safety Council 
Glidden Paint Company, Slidefilm 

Pittsburgh Plate Glass 
Spinning Power 


Hothouse Legs 


Hou 


Let Gee 


You 


Century 


Step Up Sales 


Training Series 1938, released b 
‘he Coca-Cola Compan 
rgh muse dealer erties, 193%, Westing 
Electric Co 


inship Series 
BEEN REVIEWED 
COMPLETE. 
ACCEPTED FROM SPONSORS AND PRODUCERS UNTIL 


SouND SLIDEFILMS 


Slidefilm 


Globe Union Co 


, Cooper's, Incorporated 
» Win Sales, General Electric Co. 
rge Do It General Electric Co 
‘ompany's Voice, N. Y. Telephone 


of Service 


Nortolk & Western R. R 


Plan, Dartnell Corp. 


Household Finance 


AND THI 
NOMINATIONS ARI 





























Unusually 
to American audiences 
who have seen them are 
the “table-top” color-ab- 
stractions produced hy 
Theo Gusten of Amster- 
dam, Holland for the ad- 


vertising screen and nou 


interesting 


being viel ed over here. 





Motion Pictures 
page 27) bringing to- 
gether both sound and 
the X-Ray are another 
recent importation show- 
ing in America, The little 
fellow above is a monkey 
featured in X-Ray action. 


(see 





Champions of the Grid- 
iron, sponsored by Gen 
eral Mills for national re- 
lease and produced by 
Industrial 
Detroit, will make you 
stand up and cheer as a 


Pictures of 


year's review of pro foot- 
ball is screened. 











4 


DIST 


Ss 


e is no substitute for the-ability of the commercial taking picture in pre- 
senting the life, products and services of an organization. The talking picture 
creates a reality that is above competition. 











But until the commercial talking pietGre commands its audience, upfil it has 
the spread and action of sef€ctive national distribution, it reméins “gold in 
the itts*;-gold awaiting release; gold to be turned into“”he profits which 
come through consumer acceptance. That is where MODERN TALKING PIC- 
TURE SERVICE gets into action with its national organization devoted entirely 
to the distribution and display of commercial talking pictures. 


MODERN TALKING PICTURE-SERVICE gives the power of distributior, selec- 
tive, tested, stipulated distribution, to business films. It distributesnd displays 
ommercial picture where, when and how the advertisey-fequires. 


MODERN TALKING PICTURE SERVICE, through #§ national chain of fully 


equipped and technically staffed local units, provides geographic, class and sex 
distribution for business films. 





MODERN TALKING PICT ERVICE numbers many of the greatest commercial 
institutions of thistountry among its clients. It would like to explain to any busi- 
xecutive just how its service can be applied to his advertising-sales problems. 


Si MODERN TALKING PICTURE SERVICE, INC. 


moeuancneevsrsrorr, YO ROCKEFELLER PLAZA (An Independent Organization) NEW YORK CITY 
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@ THe Frienp;y inter-relationship 
of motion pictures and slide films 
with magazines, newspapers and 
radio stations is now being gener- 
ally realized in the widening use of 
these media for promotion, public 
relations and advertising sales. 

No competitor of magazines or 
newspapers for the advertiser's 
dollar since the bulk of its revenues 
are drawn from sales promotional 
and public relations budgets, the 
business film’s growing popularity 
as an unfailing salesman and edu- 
cator is especially noteworthy at 
the New York World’s Fair and 
the San Francisco Exposition. The 
field of screen advertising, where 
some newspaper groups have ex- 
pressed a feeling of potential com- 
petition, apparently offers little 
challenge due to the limited screen 
time actually available and, again, 
the limitations of types of selling 
which can be done in this manner. 

A vastly larger field of subjects 
intended for non-theatrical show- 
ings to business and the public via 
organization meetings, exhibits, 
luncheon and dinner groups, etc. is 
being explored by the media. Two 
of the latest productions, Yankee 
Doodle Goes to Town, now being 
shown by Collier's and I'll Tell The 
World to be screened by Macfad- 
den Publications in their New 
York World’s Fair theatre illus- 
trate the type of film being used. 
Literally hundreds of showings be- 
fore almost every type of business 
group have been attained by Col- 
lier’s. A large number of prints are 
kept constantly in circulation as 
requests continue to mount. 


* Not only club groups but pro- 
moted audiences in department 
stores have applauded the color 
feature circulated by House Beau- 
tiful Magazine on the subject of 
the “bride’s house” and its mod- 
ern furnishings. McCall's has also 
been active in the consumer field 
and has used films as a part of its 
ingenious promotional programs. 
Curtis representatives calling on 
Ladies Home Journal advertising 
prospects may find full-color slide- 
films useful in depicting the lavish 
color spreads which feature out- 
standing departments in the maga- 
zine. In this field, incidentally, full- 


color Kodachrome and Techni- 
color slidefilms are being more 


widely used than ever before to 
bring home to dealers the full pow- 
er of the advertiser's own cam- 
paign. Swift & Company, Owens- 


Collier's * 


’ 


presents 


‘YANKEE DCODLE 


, 
, 
’ 
; 


GOES TO TOWN” 


Illinois and others are recent users 
of this medium. A film to increase 
dealer interest in national adver- 
tising copy was employed by Com- 
monwealth Shoe & Leather Com- 
pany, maker of Bostonian and 
Mansfield shoes for men. Sequences 
illustrated the preparation of the 
national campaign for 1939 includ- 
ing the development of copy and 
illustrations through various stages 
at the company’s agency, Fuller, 
Smith & Ross, New York. 

In the field of trade magazines, 
some interesting pioneering effort 
has been undertaken by the Bres- 
kin & Charlton publications, Mod- 
ern Packaging and Modern Plas- 
tics, two outstanding 
Both educational and 
“angles” 


leaders. 
prestige 
were employed in two 
sound motion pictures issued and 
short color sequences successfully 
employed to “sell” the publisher's 
awards in the respective fields. 
Other publishers in the industrial 
and marketing brackets have pro- 
duced slidefilms, both silent and 
sound, and these appear to be des- 
tined for increasing use because 
of their flexibility and economy. 
Newspapers and radio stations 
have not been nationally active in 
the adoption and use of the film 
medium but wherever anything 
has been done, the results have ap- 
parently most gratifying. 
Such productions as the Chicago 
Tribune film, Trees to Tribunes 
and the educational films produc- 
ed for the New York Sun and the 
Baltimore Sunpapers are typical 
examples. Film authorities who 
have reviewed these pictures be- 
lieve that the metropolitan news- 
papers are missing a good bet by 


been 


not amplifying their own market- 
ing stories, using motion pictures 
and slide films to depict reader 
families, neighborhoods and deal- 
ers served by the paper and thus 
add the productional story of the 
“making” of the paper as a second- 
ary sequence. 

Incidentally, the use of local mo- 
tion picture newsreel tieups for the 
promotion of metropolitan papers 
is an interesting sidelight wherein 
the best kind of local screen adver- 
tising of an indirect nature is used 
much as in the case of radio news. 
¢ The production of Yankee Doo 
dle Goes to Town for Collier's 
Magazine brings to the business 
screen a first-rate public relations- 


Excerpts from an Introduction to “Yankee Doodle Goes to Town” 


“That's the story of this motion 
picture. How we got that way 
and how one medium of public ex- 
pression—the national magazine 
did more to unify and diversify the 
thinking, living and buying of the 
people of the United States than 
any other. Since its very beginning, 
this country has believed in and 
acted upon the material found in 
the national Today, 
these magazines occupy one of the 
most important parts in our every 
day life. 

“Forget for a minute the local pic- 
ture of your problems because 
no matter where you live and 
where you sell, the national maga- 
zine is your local selling aid. In 


magazines. 





fact, the people in your community 
can be judged as prospects by their 
readership of magazines; the richer 
the household, the more magazines 
in it. You know that yourself. . 

“So, enjoy this film which was 
made for Collier's, The National 
Weekly. And as you view its epi- 
sodes remember that the potent 
force which has unified this coun- 
try imto one compact empire, 
which has given us more of the 
right 
working for you in your 


good things in life, is now 
now 
neighborhood, selling and telling 
your prospects your story ... pav- 
ing the way and making not only 
immediate sales but loyal custom- 
ers for us all.” 



































educational feature employing the 
best in theatrical technique. Pic 
turizing the value of advertising in 
relation to our national life, Yan- 
kee Doodle gains strength from the 
“universality” of its 
Primarily intended to tell the story 
of national magazines and adver 
tising, it has found enthusiastic re- 
ception among all kinds of business 


usefulness. 


executives who are using it for 
dealer and sales groups within 
their own organizations for its very 
general inspirational and merchan 
dising appeal. 

Produced in one of the leading 
major studios of Hollywood in col 
laboration with the editors of Col- 
lier’s, the picture’s theme is nar 
rated by John Nesbitt, featured 
MGM commentator and directed 
by Jacques Tourneur. In 23 trad- 
ing areas, Collier’s merchandising 
representatives arrange group 
meetings for distributors, dealers 
and salesmen of organizations 
wishing to sponsor showings. Both 
16mm. and the standard 35mm. 
are used. Excellent “general inter- 
est” promotional material accom- 
panies the film for distribution to 
the audience. 





@ Waar Was in the minds of ex 
Macfadden Publica- 
tions, Inc. when they decided to 
produce a film as the highlight of 
their exhibit in the Communica 


ecutives of 


tions Building at the New York 
World’s Fair? 
Would they dramatize their 


publishing organization which has 
million magazines 
come off the presses each month? 
Would they dramatize the original 
features of True Story or True De- 
tective Mysteries or the health- 
building articles of Physical Cul- 
ture? 


over sixteen 


It happened that the little 
daughter of Fulton Oursler, editor 
in-chief of Liberty, came home 
from school one day and announc- 
ed that her teacher had taught 
that there was no truth in maga- 
zine advertising, that advertising 
made products cost more, and that 
there were no end of frauds perpe- 
trated by the advertising copy 
writers. 

Mr. Oursler sat up and gasped. 
His daughter went on to say that 
her teacher had read aloud from 
the guinea pig books, which com- 


Aberty Magazine 





pared human beings to guinea pigs, 
allowing themselves to be experi- 
mented on through the wiles and 
words of the copy writers. 

The result of the little girl’s sur- 
prising disclosure was a splendid 
series of articles in Liberty, “The 
American Way of Life” by George 
Sokolsky, which covered the ad- 
vertising methods of practically 
every manufacturer from auto- 
mobiles to tomato juice, definitely 
proving that there was no truth to 
what the teacher said, and giving 
the “lie” to the guinea pig books. 

This then, would also be the sub- 
ject matter of a film which Mac- 
fadden Publications would pro- 
duce as the highlight of their ex- 
hibit at the New York World’s 
Fair. And a rather unselfish move 
it was, too — as it did not sell their 
product from the presses, it sold 
the idea of advertising and Ameri- 
can business methods to Mr. John 
Public and family. 

To manage their exhibit, the 
publishing house engaged Herbert 
Crooker. Crooker rolled up his 
sleeves to tackle the intricacies of 
the script. And there were intri- 


cacies. It had to champion adver- 
tising, put the guinea pig books 
in their place, tell an entertaining 
story, have love interest, and plen- 
ty of humor. It had to prove in an 
entertaining manner that adver- 
tising educated people to the bet- 
ter things in life, stimulated busi- 
creating mass production 
which lowered prices and gave men 
jobs. It also had to prove 
strange as it may seem — that in 
the final analysis advertising costs 
the manufacturer nothing, and the 
consumer nothing. 

First, Joseph Burton, President 
of Burton’s Buttons, came to life 
via the typewriter. He came to life 
as a stubborn, old-fashioned party 
whose business was in a bad way, 
but who refused to listen to his 
youngsters’ modern ideas. There 
was his wife, a drab woman who 
knew little about his business af- 
fairs; there were the twins and a 
little daughter, Sue; and there was 
Mary, a modern young woman 
trying her wings in the business 
world, and admired by Jimmy 
Harkins, a young advertising 
agency man. 

Love interest? Well, Mary loves 
Jimmy. But Mary contributes to 
the Burton household funds, so 
she has to keep on working. Jimmy 
wants her to quit her job and mar- 
ry him. What to do — what to do! 
Well, it’s up to Jimmy to wake up 
the old man, sell him a bill of goods 
to advertise and stimulate his fail- 
ing business. 

Humor? That’s where Jimmy’s 
sales talks come in. His eloquence 
is practically a waste of breath. 
Burton’s stubbornness, his ridicu- 


ness, 


lous replies, his absolute “ con- 
fusion”, are what is known as “sure- 
fire” in picture parlance. To illus- 
trate business methods, Jimmy 
tells Burton how a soup manufac- 
turer began his business in his own 
kitchen, but wanting to expand 
and establish a national product, 
invested in machinery, then bor- 
rowed enough to advertise his 
soup. Burton’s reaction is a rising 
appetite — “ You’ve made me hun- 
grier than I’ve been in years. Let’s 
go out and get some cream of to- 
mato soup”. 

Entertainment is: the watch 
word in Jimmy’s advertising sales 
arguments. To illustrate his points, 
he describes how great industries 
were born, and how they grew to 
gigantic proportions. Included are 
the orange industry, the canned 
soup manufacturers, and the auto- 
mobile industry. The cosmetic in- 
dustry is introduced in a novel 





manner by having Mrs. Burton in- 
spired to do something about her 
drab appearance. Visiting a beauty 
salon for treatment and a new hair- 
dress she emerges with such an 
amazing transformation that it 
makes one gasp — and to give the 
humor, Burton is all 
smiles when his wife comes to his 
office, not recognizing her for a 
moment. The health editorials by 
Bernarr Macfadden are cleverly 
put over by Grandpa: Burton, an 
agile and humorous old party, who 
“can lick his weight in wildcats”. 


sequence 


Now we've got somewhat of an 
idea about the picture, let’s go into 
production. Crooker finished the 
script, titled it I'll Tell the World. 
Casting began. Jed Prouty, star of 
fourteen Jones Family pictures 
was signed for the father. Frank 
Albertson, juvenile star of many 
pictures, and of the Broadway 
stage play, Brother Rat became 
Jimmy. The Mauch Twins, (Billy 
and Bobby), stars of The Prince 
and the Pauper and the Penrod 
pictures, became the Twins. Betty 
Ross Clarke, of the Hardy Family 
pictures, became the mother, and 
Marilyn Knowlden, who played 
the little Princess in Marie Antoi- 
nette became Sue. Max Factor, Jr. 
appears in person as the beauti- 
cian. Patricia Murray, of Jasper 
Deeter’s Hedgerow Theatre, and 
N.B.C.’s “Television Girl’, 
became Mary. Miss Murray is also 
the “Liberty Girl” of the New 
York World’s Fair, and will make 
personal appearances during the 
showing of the picture. 


also 


Within a few days after Director 
Lynn Shores began “shooting” the 
picture was cut and edited, then 
cut some more. It was time to add 
the industrial sequences which il- 
lustrate Jimmy’s sales talks to Bur- 
ton. These sequences caused con- 
cern because it was feared that their 
injection might break up the run- 
ning story in spite of the fact that 
each one only runs around sixty 
seconds. But rather than detract, 
the industrial subject matter add- 
ed to the picture, giving it what 
is known as “production value”. 


The picture will be the highlight 
of the publisher’s exhibit at the 
New York World’s Fair, and will 
be shown in the Macfadden 
Theatre in the Communications 
Building. The theatre seats around 
three hundred people, has a mez- 
zanine, and is air-conditioned. Ar- 
chitecture is in keeping with the 
“World of Tomorrow” theme, set 
by the Fair. Admission is free. 





































































@ “The Cracker Barrel Era” is a 
phrase exploited by the Breskin & 
Charlton publication, Modern 
Packaging in its film Over the 
Counter and Off the Shelf .. . to 
designate the awkwardness, dis- 
satisfaction, and unpleasant prac- 
tices of old-fashioned packaging 
methods. The film takes the cus- 
tomer (hand in hand with the ad- 
vertising man and salesman) back 
to the grocery store 


Breskin & of not-so-long-ago... 
Chariton pictures graphically 
Use Films the lack of sanitation 


that prevailed. The useful “mous- 
er” creeps about, dangerously near 
open food containers. Barrels, 
crates, baskets, 
cruets, tubs, open 
boxes typifies the 
containers of that 
day. 

Modern Packaging 
selected the package 
“characters” from a 
prize contest featur- 
ing 21,000 packages 
entered in the 1937 
All-America _Pack- 
age Competition, 62 
having been chosen. 

Three copies of the 
film are being routed 
steadily, before se- 
lect groups in the 
U. S., Canada, Aus- 
tralia, England, France, Sweden, 
and Switzerland. Released free, the 
film was designed to educate ex- 
ecutives, artists, commercia! stu- 
dents in the advantages and sala- 
bility of well-designed packages. 

Reports from industrial, engi- 
neering and chemical clubs, cham- 
bers of commerce, advertising 
clubs, who have had an opportun- 
ity to see Modern Plastics Pre- 
ferred, the first non-technical, 
non-commercial film on the sub- 
ject of “plastics” have been 
gratifying. It was produced in 
sound and color for Modern Plas- 
tics Magazine, another of the Bres- 
kin and Charlton publications. 

The film gives the first and most 
educational picture of America’s 
youngest and fastest growing in- 
dustry plastics. It pictures the 
origin of the various plastic ma- 
terials in the laboratory, their pro- 
duction in steel molds with pres- 
sure and heat, and also other proc- 
esses and shows their application 
for products used in every conceiv- 
able industry, which are better 
looking and better functioning. 


* “Komo-Kjr presents the Pacific 
rene ” With 








those words flashing across the 
screen, KOMO-KJR inaugurated 
the use of sound motion pictures 
to portray dramati- 


Radio cally — forcefully - 
Stations convincingly — to 
Sell Time = Rastern time buyers 


the potentialities and meaning of 
the great Pacific Northwest. 

After an initial showing and 
some publicity in Seattle newspa- 
pers, requests for the film came 
from clubs, service groups and edu- 
cational organizations until a few 
months ago the picture had been 
shown 234 times to 57,033 persons 
in the East and the Pacific North 

Recently the film showing the 
KOMO-KJR studios 
and facilities was 
shown to over 1,000 
patrons of the Broad- 
way Theatre in Se- 
attle after which 
it was booked for ten 
days at the Everett 
Theatre and_ the 
Granada Theatre in 
Everett,Washington. 

The entire project 
has been a revelation 
according to station 
officials and the mar- 
ket statistics un- 
earthed to build the 
film have supplied 
added ammunition 
for sales drives. Not only has the 
production sold Seattle on KOMo- 
KJR, but it has sold KoMO-KJR's 
personnel on itself. It has given 
KOMO-KJR renewed impetus to sell 
its market, and it has helped other 
advertising media to sell not only 
their media, but the market as a 
W hole. 

* Safety Engineering of New York 
city has produced The Truck and 
the Driver, another type of film 
contribution by a trade publica- 


tion. In the graphic 
Other ' 


2 arts field, the sound 
Fields for fj) produced for 


Pictures Rapid Electrotype 
company of Cincinnati is note- 
worthy. This production shows all 
the company’s plants as well as the 
various operations in the manufac- 
ture of electrotypes and matrices. 
The paper companies, including 
Sutherland, Kalamazoo, Hammer- 
mill and several others have also 
contributed educational and public 
relations material of interest. 


riGHT: scenes From the Chicago Tribune film 
Trees to Tribunes, produced by Wilding 
Picture Productions for the Chicago news- 
paper. Below and left: scenes from I'll Tell 
the World, the new Liberty Magazine-Mac- 
fadden film soon to released. 



























































Newspapers & Film Promotion 


IV For bringing the institutional 
* story behind the making of great 
metropolitan newspapers, a “natural” 
for exciting film drama, the motion 
picture and slidcfilm are excellent. 
Here the film medium serves to hu- 
manize the paper with selected family 
groups of readers and to “sell” the 
paper to its advertisers. 
Semen Urikes Such picturesas A Day 
ea Gillian With the Sun, produc- 
ed for the New York 
Sun, Seeing the Sun, for the Baltimore 
Sun papers, From Forest to Newsboy, 
Modern News in a Modern Way, A 
Newspaper in the Making, Daily 
Paper, and Trees to Tribunes are 
typical production efforts. The Chi- 
cago Tribune sponsored Trees to 
Tribunes for exhibition in colleges 
schools and before local civic organ- 





izations. It is supplied in 16mm. 
sound and runs approximately 30 
minutes. 

An absorbing film with professional 
production, excellent narration and 
background music, Trees to Tribunes 
presents a panorama of all major ac- 
tivities of this Chicago newspaper. 
@In Make It Your 


Bureau of Busi talk 
Advertising sic ads Migs teodliced 
Slidefilm , 


by the Bureau of Ad- 
vertising of the American Newspaper 
Publishers’ Association for use by ad- 
vertising salesmen among auto deal- 
ers, is the latest development. This 
slidefilm sells the value of newspaper 
advertising through the adventures 


‘of a progressive automobile dealer 


and features the introduction of four 
successful automobile dealers. 


SOME PRETTY SAGE advice for the industrialist 
considering the use of films will be found in the 
observation of one public relations counsellor 
in Chicago who, in summing up his company’s 
latest production for the dealer field, says: 

“Our last picture cost us a little money, per- 
haps a little more than the “average” film of 
this type. But we can’t help remembering that 
the folks who will see it are used to seeing mov- 
ies for a quarter in their neighborhood theatres 
that possess the utmost in technical perfection 
and you can’t drop below that standard with 
out their noticing the difference.” 


Dean Towner. the Business Screen “reporter 
at-large” brought in the yarn below and will 
have to vouch for its accuracy. To those of us 
who have forgotten that this business has a 
humorous side (after so many “prevues”’) it 
has a nice, light touch of human interest we've 


been needing. 


Back in the days before the sound slidefilm 
was so widely used, a prominent stoker manu 
facturer had a dramatic slidefilm made for 
salesmen to use in direct selling. The idea was 
then a novel one and the stoker sales manager 
assured his men that the proper use of this 
medium would bring miraculous results. 

“All vou have to do,” he told the boys, “is 
to let the prospect see and hear your complete 
story from the slidefilm — and then take his 
order for a stoker! No talking, no selling, just 
let the machine do the work!” 

So each of the men, armed with full equip- 
ment started out. One young salesman was 
especially enthused over the possibilities of 


this “commercial machine gun”. He had been 
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with the force six weeks without making a 


sale but this stoker film held dynamite, and 


he knew the power of the screen. 


First he gave a home demonstration to a 
wealthy widow and spent the fifteen minute 


































showing time in planning the destiny of his 
commission check on this sale. However, for 
some reason known only to the widow, the 
sale was never born. 

Disheartened, he gathered his paraphernalia 
and himself together. His miracle worker had 
failed him, but he would give it another trial. 

Another demonstration before a housewife; 
a third to an elderly couple —and still the 
stokers refused to move. Only his own optimis- 
tic writing adorned his order book, this scien- 
tific panacea had not cleared his name of fail- 
ure! 

Going into a corner tavern to get a little cour- 
age he set the machine down by the rail and 
gave it a stern kick. The bartender asked what 
the contraption was. 

“Oh, just a blankety picture machine”, he 
said, “supposed to be used for selling.” 

“Yeah?” The bartender grinned. “What kind 
of pictures does it sell? Souvenir post cards?” 

“Oh, no. They call it a slidefilm machine. 
There’s a film in there that was made to sell 
stokers. But it’s the bunk!” 

“Well, let’s see how it works”, the bartender 
suggested, “things is kind of slow in here right 
now.” 

The salesman set the machine up on the bar, 
rather diffidently, and proceeded to run the 
film and record. By this showing he was com- 
pletely bored with the story but the bartender 
seemed to enjoy it. 

“By golly”, he exclaimed at the conclusion, 
“a stoker would be a good idea for a tavern, 
wouldn’t it?” 

“Maybe.” The salesman started 
to put the equipment away. This, 
for the fifth time that day and the 
task was becoming boresome. 

“Yeap. They must save a lot of 
firing”, the bartender continued. 

“Uh-huh”, the salesman mum- 
bled as he hurriedly folded up the 
small screen and shoved it in the 
carrying case. 

“Well, how much would a stoker 
like that cost?” the bartender in- 
sisted. 

“Oh, they’re not cheap — ”, then 
the nature of these light remarks 
came to the salesman with the shock 
of a crisis. THE MAN WANTED 
TO BUY! 

With a nervous look the young 
salesman glanced behind him — and 
there stood three men who had 
watched the film from the start. 
Two of them asked him to take the 
film over to their homes to show 
their wives the story of his stoker 
and the third helped him write down 
the bartender’s order! 








































































































@ When the Burlington Railroad inaugurated 
its new Zephyr, many celebrities were in the 
crowds that gathered in Chicago’s Union Sta- 
tion to pay homage to a new and beautiful 
train. News stories flashed across the pages of 
thousands of papers as the press took fitting 
recognition of the achievement of getting to 
Denver, a distance of over a thousand miles, in 
less than 16 hours. In New York and scores of 
other cities, crowds poured out for days as the 
public grasped the opportunity to see the new 
train. 

But for all its speed, its beauty of design, its 
luxurious furnishings and other features, the 
one thing that the crowds talked of more than 
anything else was the red carpet that stretched 
down the platform for the entire length of the 
train. This Sir Walter-Raleigh touch, fitting 
homage to a monarch of rail transportation, 
captured the imagination of the public. 

The train — and the service it was to provide 

represented many millions of dollars. In it- 
self, the train represented a project that cer- 
tainly rated an impressive reception in the 
minds of the travelling public. Still, one little 
gesture of showmanship provided the extra 
touch of “something” that — days later — kept 
conversations turned to the subject of the 
Burlington Zephyr. 

In contrast, let’s change the scene to your 
home and the time to tonight. And we’ll then 
have a pair of object lessons that adequately 
introduce the gist of our story. 

Suppose you had nothing particular to do 
this evening, and so you took your wife to the 
movies. After you got seated, without any par- 
ticular announcement or ballyhoo, you dis- 
covered that in addition to the movie you paid 
to see, you were also going to see a heavy- 
weight championship prize fight or a Barnum 
and Bailey Circus. Somewhere between 50% 
and 90% of the thrill and excitement and pleas- 
ure and memory value of either of those events 
would be completely lost because you had not 
experienced the customary “build-up” that 
precedes an important and spectacular enter- 
tainment feature. 

Yet all too many excellent films representing 
a heavy investment in money, time, skill and 
resourcefulness are rushed from the laboratory 
into the field and into a series of showings with- 
out making that slight additional investment 
of time and thought to provide a build-up and 
a follow-through which could so easily multiply 
the film’s effectiveness. 

I remember walking into McCreery’s one 
day to see a show that represented a cool 
$2,000 investment for a week. And the only 
promotion that was used inside the store, with 
thousands of people surging through it every 
hour, was a twenty-four inch 2-color poster at 
the door of the auditorium. And a uniformed 
girl managed to stand directly in front of the 
poster — thus hiding it most of the time. Manu- 


ROLL DOWN THE RED CARPET 


by Zenn Kaufman, author of “Showmanship in Business” 


facturers selling thru department stores have 
found to their dismay that the stores take half 
the value out of a film by showing it (whether 
to customers or clerks) in a perfunctory man- 
ner. To meet this situation, some manufactur- 
ers have taken the bull by the horns and have 
taken over the presentation of their films and 
send their own representatives along with the 
film to see that it gets proper buildup. Thus 
they are sure that advance newspaper ads run 

- that posters go up in the store — and finally, 
when the film is shown, that someone is on 
hand to introduce it suitably. 


* A notable exception — and a good example 


of pre-promotion is the job done by the 
Coolerater Company of Duluth, Minn., ice re- 
frigerator manufacturers. Their film story is 
summarized in an eight page “Press Book” in 
“$40,000 dra- 
Free” and then tells how to put 
the picture over in real style. It gives full in- 


two colors. The cover mentions a 
matic movie 


formation on lobby display, a prize drawing, 
showing of an actual refrigerator, tie-in win- 
dows with local grocers, free tickets, hand-bills 
and local publicity. The book shows photos of 
typical publicity scenes, featuring Mayors and 
other public officials. Also 3-sheet posters, 
available at 95c each; truck banners, at 55c; 
newspaper mats, 1l5c. 

General Electric advertised one of its pic- 
tures in full page space in Colliers. B. F. Good- 
rich ran a consumer prize contest in conjunc- 
tion with Love, Honor & Obey The Law. The 
film dealt with safety infractions and the pub- 
lic was invited to spot the violations. To sim- 
plify this contest, they gave the audience a 
printed list of traffic violations and asked peo- 
ple to check off the violations in the picture. 
As a tie breaker, the contestants had to write a 
200-word statement on “Safety”. 

For Highway Patrol, another picture, Good- 
rich used sound trucks and three sheet posters 
featuring a prize contest. S. H. Camp supplied 
mats for a 150-line newspaper ad featuring 
Portrait of A Woman. The National Industrial 
Council printed cardboard wall bulletins for 
Men and Machines. They also supplied public- 
ity releases for local newspapers and sugges- 
tions for lobby displays. United States Steel, 
sponsors of Men Make Steel, suggested tie-ins 
with automobile dealers, hardware stores and 


other outlets made 


featuring merchandise 
principally of steel. 

We cite above a few examples of good pre- 
promotion. But these are notable exceptions. 
In most cases the presentation whether to 
boils down 
to an attitude of “We have a picture. Here 
it is” 


theatre audience or a sales group 


* The same situation applies in the use of sales 
training pictures. 

A bunch of salesmen come in off the road for 
a Saturday morning sales meeting and learn 
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there’s to be a picture shown. They sit down, 
see the picture, then talk about their normal 
daily problems, and go home! If the picture 
was a particularly good one, they may make a 
few comments about it. 

Contrast this with the same group who are 
notified in nine or ten different, successive, in- 
expensive ways over a period of three weeks to 
three months that this picture is coming. They 
are warned long in advance to cancel all con- 
flicting engagements. Mention is made in house 
organs, bulletins, mimeographed letters, post 
cards addressed to their homes, and posters 
hung on the bulletin board. When they enter 
the meeting hall, some local official precedes 
the film showing by pointing out the impor- 
tance of the particular sales problem that this 
picture bears on. He tells something of what 
brought it into being. He indicates the very 
real value they can get from it if they look for 
certein things at certain times. He indicates 
that it presents suggestions and ideas that they 
can put to work that very day. And he states 
finally that the next sales meeting, or the next 
two or three sales meetings, are going to be de- 
voted to reports of individual results achieved 
from following the suggestions in the film. 

After the film is concluded, and before the 
room lights go on, the same local executive is 
on his feet with a simple, forceful, planned fol- 
low-through program, an important part of 
which is calculated to rouse lively discussions 
among the members of the audience. Each man 
is not only given an opportunity, but is actually 
challenged to take sides. Whichever side he 
takes, he is challenged to defend his position. 
Each point discussed is brought to a conclusion 
and by the time the meeting is over, every man 
present has pledged himself to apply certain 
tested ideas to his own selling for the next 
period of time. Follow-up material, based on 
the film, goes out to these men automatically. 
It keeps them on their toes. It never lets them 
forget that they’re going to be expected to re- 
port results. And in order to report results, 
they've got to try. And we know if they'll try, 
they'll raise their selling level and their re- 
ports will be favorable. 


* The blame should fall squarely on the adver- 
tiser. It’s his picture. It’s his money. The 
profits are his if there are any. Still, the 


producer of the picture may be partly to 
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The Screen Service Bureau and Surveys 


Maintained by the editors of Business Screen Magazine for the benefit of business and 
advertising readers, the Screen Service Bureau now announces further development 
and the preparation of the First Annual Business Screen Surveys now being prepared 
in collaboration with independent research authorities. The interest and cooperation 
of our readers is earnestly requested for the benefit of all users of films. 


@ AMONG THE questions being consid- 
ered for inclusion in the First ANNUAL 
Bustness ScREEN Survey soon to be 
mailed to various groups using or af- 
fected by the use of business films are 
the following: 

1. Number of sound motion pictures 

2. Number of silent motion pictures 
. Number of slidefilms, silent & sound 


~~ 


_— 


. Volume of dealer, group showings 


. Volume of educational distribution 


. Volume of film in theatre circulation 


_ 


~ 


. Number of 16mm. and 35mm. sound 

projectors in use for business 

8. Extent of advertising agency partici- 
pation and counsel 

9. Extent and use of color processes 

10. Methods and types of distribution 

11. Comparative film results obtained 

12. Number of years all types of films 
employed by firms 

13. General types of films used in busi- 
ness; group selling, advertising, etc. 

14. Frequency of film usage, ete. 


blame. At least one producer admits it. His 
confession, which follows, is printed at length 
because he discusses not only his own responsi- 
bility but in addition adds a few pointed re- 
marks about the need for more “build-up” for 
pictures. He says: “There is one great service 
that a competent producer is eager to perform 
for his customers, that in most cases he fails to 
perform because both he and his customer are 
human. I know this sounds like an alibi in ad- 
vance, but I’m in dead earnest. 

“Any good producer knows that this kind of 
build-up and this kind of follow-through will 
enormously increase the resultfulness of his 
film in the field. He knows that an emphatic in- 
crease in resultfulness will incline the customer 
to buy more and better films. Insofar as he is 
able, the producer tries to sell these ideas to his 
customer. But both producer and customer are 
human. The customer is so enthusiastic about 
his new film that he doesn’t think it needs any 
build-up or any follow-through. He’s so excited 
and impatient to get it into the field that he 
hesitates to delay his program by planning an 
elaborate build-up or follow-through.” 

“The producer may not want to interrupt 
his customer’s current joy and excitement, nor 
does he want to raise doubts in his customer’s 
mind as to the value of the film by pointing 
out that its effectiveness can be increased. 

“By the same reasoning, the producer is diffi- 
dent about focusing attention on this point at 
the time when he is trying to close the contract 
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Many other topics are under consider- 
ation for the form, which will be mailed = 
on a nationwide basis. Individual re- = 
turns will positively not be publicized. 
This fact is stressed by the editors. The 
importance of this survey to all users 
and potential users of films makes it 
imperative that complete cooperation 
and authority be applied in the handling 
of all statistical returns. 

Supplementary surveys will also be 
undertaken in specialized fields as a 
matter of checks and balances against 
the general census. Although general 
estimates of the 1937-1938 volume of 
commercial films give $25,000,000 as the 
extent of the business, the Bustness 
ScREEN SurvVEY is expected to furnish 
the first accurate authoritative statistics 
confirming the amount. 

Meanwhile, the activities of the 
Screen Service Bureau are increasing 
daily. Requests for information are be- 
ing answered through reference to com- = 
petent authorities without obligation. = 





for the picture. He wants the order. The budget 
is seldom big enough. Whatever he can lay his 
hands on, he wants to put into the picture in 
order to make it a better picture. And so he 
naturally hesitates to call the attention of his 
prospect to the fact that production cost of the 
picture is only one of the costs which should be 
considered in planning a picture program. 

“By no stretch of the imagination would I put 
the producer in the printing business. He cer- 
tainly has enough problems of his own now. 
But as counsel to his customer, the user, he cer- 
tainly can take a positive stand in recommend- 
ing a build-up program budget. 

“Frankly, I don’t know the answer. Perhaps 
it’s the same answer faced in all fields of en- 
deavor — slow education through painful trial 
and error. Already we find that the more ex- 
perienced picture users have learned to estab- 
lish an additional budget for the promotion 
planning, scheduling, ballyhooing, and follow- 
ing-through.” 

Our correspondent adds that in those rare 
cases where this kind of program has been 
thoroughly and thoughtfully carried out, the 
results per dollar, or per picture, or per person, 
have soared to almost unbelievable heights. 
In the same letter, this producer adds: “Any- 
thing you can do to persuade business execu- 
tives that the finest picture in the world is only 
a tool — and that the measure of its success 
will be determined by the care and thorough- 
ness with which that tool is made to do its 
job — will both save money and make money 
for film buyers and will be ardently supported 
by every worthwhile producer.” 






















Lew Gust’s candid camera reports scenes typical of the 


audiences which interest the user of this form of advertising 
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@ It was once said of Uncle Sam’s open door 
foreign policy that he wanted the door wide 
open until he got inside. 

An advertiser sponsoring the open door pol- 
icy for theatre screen advertising takes a dif- 
ferent attitude — he wants to be sure the door 
remains wide open so that he can come back 
sasily again and again with a full series of com- 
mercial announcements from the screen. 

It is important for any advertiser, who now 
or in the future, is in a position to utilize this 
new advertising medium to understand the 
hazards and difficulties in keeping this door 
wide open . it’s the purpose of this article 
to explore the “mysteries” and successful man- 
agements of various campaigns so that you will 
see how this has been accomplished. 

Screen advertising as such is not really new. 
For nearly twenty years film ad companies 
have been busy selling syndicate and special 
film service to such local dealers as beauty par- 
lors, banks, clothing stores, dairies, etc. They 
have also sold territorial accounts with special 
productions or with syndicate service, plus a 
specially prepared insert. It is very important 
to the national advertiser not to confuse this 
type of so-called local service with the national 
medium that has been created for his benefit. 

The national division, however, did arise 
from the local set-up. The local film companies 
in the very early 1930's banded together for the 
purpose of combining their territorial screening 
privileges into a national network of motion 
picture theatres — so that all theatres accept- 
ing screen advertising could be offered through 
one organization to the national advertiser. 

In 1933 some of the members dropped out 
and formed a rival organization. At the present 
time there are two national organizations ac- 
tive in screen advertising. One offers distribu- 
tion through more than 8,400 theatres with 
an average weekly attendance in excess of 
34,000,000. This is not a small town operation 
because campaigns have been screened by this 














What About Screen Advertising? 
Although its volume looms comparatively 
small in the mighty field of commercial 
motion picture and slide film usage, the 
medium of screen advertising gets a good 
deal of attention. Its facts and future are 
the subject of this and succeeding articles 
soon to appear in Business Screen. 











organization in every city in the United States 
above 500,000 in size. 

To understand the use of screen advertising, 
an advertiser must realize that unlike all other 
media the theatre is primarily in business for 
entertainment purposes, with advertising rev- 
enue decidedly secondary. Also, to a much 
greater degree than any other media, screen ad- 
vertising must compete with the entertainment 
values — that is, it must measure up in interest 
and production values to high price, technically 
excellent feature pictures. 

In order to find out what measures have been 
instituted to achieve this goal, let us briefly 
study the policies and functioning of the serv- 
ice organization. 

In addition to furnishing advertisers and ad- 
vertising agencies with basic circulation fig- 
ures, costs, coverage, etc. (as do all media) this 
organization has to go much farther in running 
a complete motion picture advertising service. 
It maintains a creative scenario department for 
the purpose of working with advertising execu- 
tives in translating their sales stories into 90 
foot (one minute) scripts. This company as 
sociates itself with the production technicali- 
ties to the extent that it is willing to work with 
the selected producer in supervising the pro- 
duction of all one minute productions. 

This service has since its very inception been 
offered without charge . . . it takes the stand 
that top notch “minute movies” are necessary 
to the life of the company itself. 

All “minute movie” productions whether 
prepared in cooperation with the company or 












































independently must be screened by the com- 
pany’s board of reviewers and pronounced ac- 
ceptable before this company will undertake 
the distributiow of the films through its the 
atres. 

It is interesting to note that in any number 
of important cases this company has turned 
down suggested scripts and even finished pro- 
ductions because of the type of scenarios in- 
volved or because of the absence of production 
excellence. 

For the most part, the successful films now in 
use are fast-moving one minute “newsreels” 
that is, factual presentation of one or more 
with off- 
stage, newsreel technique type of announcer or 


news elements about the product 


commentator. Some films, where the story 
lacks news elements or where the news elements 
do not lend themselves to photographic pres- 
entation, are produced in cartoon animation. 
It may be noted in this regard that there are 
frequent cases where the story can be told more 
clearly and more simply through the use of this 
audience-appealing type of technique. 

Some advertisers build their playlets around 
the plot 


stage voice. In every case a great deal of atten 


using actual dialogue instead of off 


tion is given to the proper selection of actors, 
sets, photography, ete. 

The majority of advertisers select the so 
called “national” approach. That is, they pre- 
pare a series (from three to thirteen playlets) 
and, working in conjunction with their sales 
force, route the campaigns over the entire 
country market by market. 

A variation of this is the “local market blast.” 
Some companies whose physical set-up and 
profit margin is such that they cannot accom 
plish intensive cooperation of this type simply 
use “minute movies” as a blasting device in a 
number of “tough” local market situations. 

The third use of the medium is the coopera- 
tion with a certain dealer outlet in each city. In 
the latter case the playlets are made 80 feet 
long, instead of 90 feet allowing for a 10 foot 
dealer signature to be tacked onto the end of 
the message. This dealer signature features the 
name and address of the important dealer out- 
let. Naturally this signature changes with each 
town. In the case of specialities, such as West- 
inghouse refrigerators, the purpose of this is to 
get across the advertising message and then tie 
it up closely with the local outlet to direct traf- 
fic to the place of product distribution. 

Evidence of this type of advertising when 
correctly handled as a potent sales weapon may 
be found in the list of people who are consistent 
users of the minute-length screen subjects. 

A list would include — Florsheim Shoe Com- 
pany, Westinghouse Elec. & Mfg. Co., Miles 
(Alka-Seltzer), The Hu- 
binger Company, Paul F. Beich Company, 
Shell Oil & Refining Co., National Carbon Com- 
pany, and Proctor & Gamble. 


Laboratories, Inc. 


Many of these companies have used this 
medium on an increasingly large scale over a 
long period of time in fact, one of them is 


now finishing its sixth consecutive year. 
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OF AGENCY FILM ACTIVITIES 


@ Despite Occastonat press fanfare to the 
contrary, the news about agency film activity 
might almost serve as an indictment of this 
phase of agency service, so poorly equipped 
for counsel are the majority of the top-ranking 
agencies in regard to commercial motion pic- 
tures and sound slidefilms. 

With a few notable exceptions, the agencies 
are reliving the early days of radio, their os- 
trich-like attitudes only occasionally inter- 
rupted by visions of million-odd circulations 
of theatre screen advertising at a minimum of 
effort, television, and the verbal kibitzing of 
self-appointed spokesmen of the Hollywood 
“entertainment” producers. 

The intelligent counsel of advertising agen- 
cies based on their real understanding of the 
film medium and it possibilities would not only 
serve to advance the commercial picture me- 
dium beyond those barriers which misconcep- 
tion raises but, of equal importance, would 
earn commission revenues which clients are 
now hardly justified in paying for inexperienced 
and uninformed advice. The agency ventur- 
ing into this field today finds a small but 
thoroughly able group of producers dealing di- 
rectly with the user. If it finds both client and 
producers indifferent, the circumstances are 
very much of its own making. 

But where do we go from there? 

There are about thirty agencies of varying 
rank and size who are sufficiently active in the 
use of films to be regarded as “well-informed”. 
From there on the field stretches away into 
a wilderness from out of which must come an 
informed majority if the functional possibilities 
of films are ever to be thoroughly and profit- 
ably explored. What lies ahead in the field of 
public relations, in the permanent organization 
of dealer education programs and in the devel- 
opment of the powerful merchandising poten- 
tialities which films alone possess will not be 
found out by a few isolated personalities al- 
ready producing during certain periods at peak 
capacity which permits of little investigative 
research. 

Nor will the demands of business and the 
public be answered until this service Personnel 
is increased. Here, then, is an opportunity for 
which agency organization was created. How 
is it being solved in existing setups? 

A few top-ranking agencies with experienced 
executives in charge of production-buying de- 
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partments offer one solution to agency partic- 
ipation. In that category, the term“ film depart- 
ment” can be acceptably applied in the Fuller, 
Smith and Ross Manhattan and Cleveland 
offices; the New York office of the J. Walter 
Thompson Company; Batten, Barton, Dur- 
stine and Osborn, New York; and on a lesser 
scale in the activities of Lord & Thomas, New 
York; N. W. Ayer, New York; Beaumont & 
Hohman, Cleveland; Ruthrauff & Ryan, Me- 
Cann-Erickson, Young & Rubicam, Roche, 
Williams and Cunningham, Chicago; and G. M. 
Basford, New York, all of whom have had re- 
cent experience in the super-vision of films. The 
list is by no means final for Lawrence G. Gum- 
binner, New York; Aubrey, Moore & Wallace, 
Chicago; William Esty, New York; Grey Ad- 
vertising Agency; Blackett-Sample and Hum- 
mert, Chicago; and several others have coun- 
selled and actively cooperated with producers 
and clients in building successful screen pro- 
grams for group, theatrical and inter-organ- 
ization circulation. 

The majority of these agencies, very sensibly, 
have no permanent production staffs and in 
most cases, have acted in the capacity of “liai- 
son” contact in this producer-client relation- 
ship. Certainly no agency has sufficient volume 
to match the personnel of the major com- 
mercial producers and the prospect of having 
to pursue the complex details of production 
through to the final phase of distribution has 
justifiably seemed an unnecessary waste of ex- 
pensive executive time. 

One producer calls attention to the real func- 
tion of the agency which he classifies thus: 

“The agency’s close relations with its clients 

its knowledge of their merchandising prob- 
lems, places them, if they know enough about 
the medium, in a position to recommend its 
use for specific purposes. Thus, the necessary 
contact selling work is greatly reduced. Finally, 
the cost of research and creative work is greatly 
reduced when we work cooperatively with 
agency men who already have the basic infor- 
mation needed to complete presentations, out- 
lines and scenarios.” 

Finally, the need for field statistics and 
general information has been felt for some time 
by such groups as the American Association of 
Advertising Agencies and the Association of 
National Advertisers. The establishment of a 
bureau to answer these needs will help. 
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a pictures and slide films will be used at 
the New York World’s Fair to a greater degree 
than at any other Fair in history. In several of 
the Focal Exhibits, in commercial and State dis- 
plays and in the United States Government Build- 
ing, they will play a preeminent part in enhanc- 
ing the story-telling technique of the respective 
exhibits. It is estimated that more than eighty 
auditoriums in the exhibit area will include mo- 
tion pictures as a part of exhibit displays. 

The same technicians who collaborated on 
The River and The Plow That Broke the Plains 
will produce a picture, The City, initiated by the 
American Planning Institute and financed by the 
Carnegie Corporation through a grant made at 
the request of the Fair’s Committee on Theme. 
This film will be shown in the Science and Edu- 
cation Auditorium which is projected as part 
of the Science and Education Focal Exhibit. One 
of the functions of this auditorium will be to 
serve as the scene of a series of short educational 
films on various topics. Unique use will be made 
of the motion picture technique in many Focal 
Exhibits as in the Production and Distribution 
Focal Exhibit where through the projection of 
a film, on seven separate sereens, men, money, 
science and machinery will be displayed as pro- 
ducing goods which release consumers for lei- 
sure-hour cultural and recreational activities. 

The history of transportation from the earliest 
times to the present will be told in an elaborate 
film to be presented in connection with the Trans- 
portation Focal Exhibit in the Chrysler Motors 








Building. Similarly, the C icati Focal 
Exhibit will use motion pictures to aid in depict- 
ing the development of icati over a 


long period of years. 

Every major film company is co-operating in 
the production of a picture entitled These United 
States, portraying the history of the country from 
the time of the inauguration of George Washing- 
ton, as first President, to the present. This pic- 
ture will be shown in the United States Govern- 
ment Building. % The technique of both radio 
and motion picture will be combined in a tele- 
vision display in the Radio Corporation of 





America Building. An amusing and fast-moving 
short film featuring puppets in its cast will aug- 
ment the Petroleum Industry Exhibit. *% The 
Aetna Casualty and Surety Company will feature 
sound motion pictures as an educational display 
of devices in each division of insurance protec- 
tion. %& The General Cigar Company exhibit will 
include a teletype machine which will flash world 
and sport news every minute on a Trans-Lux 
machine. %& The Household Finance Corporation 
exhibit will include a 200-seat air-conditioned 
theatre where, continuously from 10 A.M. to 10 
P.M., there will be a showing of sound motion 
pictures. One motion picture stars Edgar A. 
Guest, and another a typical young housewife. 

In a 200-seat air-conditioned theatre, the 
Johns-Manville Sales Corporation will present 
an educational program in motion pictures — 
The House That Ann Built, Those Hot Summer 
Days, and Heat and Its Control — plus interest- 
ing and dramatic devices showing the behavior 
of sound and how it is controlled with accoustical 
materials. % A highly amusing and entertaining 
motion picture, I'll Tell The World, featuring a 
east of Hollywood comedians and feature play- 
ers will be an outstanding attraction. This will 
be the highlight of the exhibit of MacFadden 
Publications, Incorporated. 

In the C icati Building a motion 
picture will show a day in the life of the average 
American family presenting their particular 
problems in this modern world and how the 
head of the family amusingly meets these prob- 
lems and finds success. This feature is to be 
presented every half-hour in an air-conditioned 
theatre seating 300 persons. % The Metropolitan 
Life Insurance Company exhibit will include a 
theatre seating more than 100 persons in which 
will be shown sound films and stage entertain- 
ment. %& The National Biscuit Company has con- 
structed its own motion picture theatre in the 
Food Building #2. The theatre is air-condi- 
tioned, and seats 266 persons and provides con- 
tinuous 15-minute programs of entertainment 
on the screen. A Technicolor film of Walt Dis- 
ney’s Mickey Mouse’s Surprise Party will be 





shown here. %& The Bakelite Corporation will 
show in Technicolor, in the Hall of Industrial 
Sei +a tion picture portraying the devel- 
opment of the modern plastics industry. %* The 


Petroleum Industries exhibit, mentioned previ- 





ously, will have a unique Technicolor film, using 
new and revolutionary motion picture technique, 
featuring puppet actors. % Planters Nut and 
Chocolate Company will feature a color ani- 
mated motion picture of the peanut bush or 
plant showing the process of development of 
the seeds into mature peanuts. 

The States of Nebraska and Texas will em- 
ploy motion pictures to tell the story of their 
historical origin, industrial and social progress, 
and contemporary development. * The General 
Motors exhibit will feature four motion picture 
screens on which will be shown two 35mm. pic- 
tures and two 16mm. motion pictures. % The 
Ford exhibit will also include four 35mm. pro- 
jection machines. 

Among other commercial exhibits which will 
feature motion picture displays are the follow- 
ing: 

The American Chain and Cable Company 

The American Tebacco Company 

The Eastman Kodak Company 

Gas Exbibits, Incorporated 

Glass Incorporated 

National Dairy Products, Incorporated 

The Olson Rug Company 

Show Globe, Incorporated 

The United States Steel Corporation 

The Yale and Towne Manufacturing Company 

In the Science and Education Building, there 
will be a program of motion pictures in addition 
to lectures, all chosen for their relation to sci- 
ence education and public health and cognate 
subjects. A program of between twenty and thirty 
motion picture films are now being selected by 
the Committees on Science Education, Welfare, 
and Public Health. % Eight-foot screens that 
announce happenings in today’s world to the 
“World of Tomorrow’s” visitors will be installed 
in about twenty spots on the Fair grounds, ac- 
cording to the News Casting Corporation. 
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FOREIGN GOVERNMENT FILMS 


“ 


BELGIUM: The Belgium exhibit will show seven 
300-mm films entitled, The Song of Work, Wool, 
Cotton, Copper, Works or Art, Scenic Belgium, 
and Economic Belgium. This pavilion will show 
fourteen other motion pictures ranging from 
150-mm to 550-mm. 
DOMINICAN REPUBLIC: This government in- 
tends to show a 20-minute silent motion picture 
in natural color, that is, two reels of 16mm. or 
800 feet showing various beautiful and scenic 
spots in the country. This film will run continu- 
ously and have sub-titles to describe the scenes. 
FRANCE: The French pavilion will have four 
small motion picture theatres seating 50 people. 
In these theatres visitors will see continuous 
cinematic displays of French activities such as 
industries, amusements, agriculture, and travel. 
In addition, a larger theatre seating 300 persons 
will feature longer films, including musical and 
dramatic programs. 
ICELAND: They will show two general films: the 
first, 16-mm colored film featuring the beauties 
of Icelandic landscape and the many tourist at- 
tractions the country has to offer, such as geysers, 
waterfalls, glaciers, volcanos, and so forth. There 
will also be views of the towns and the people; 
the second film will be a 16-mm black and white 
film dealing with Icelandic industries, mainly 
fisheries and agriculture and showing the life of 
the fishermen and farmers. These films will be 
run constantly on two reels located in shadow 
eases in the main hall of the Icelandic exhibit. 
JAPAN: The Japanese pavilion will feature in 
the garden of their 300 B. C. Shinto Temple a 
new motion picture invention, making it pos- 
sible, they report, to show motion pictures in 
the sunlight. 
NORWAY: This government will show motion 
pictures of all forms of life and sport, both in 
city and in country. 
PAN AMERICAN UNION will present: The Story 
of Bananas: (2 reels) Story of the World’s larg- 
est agricultural development. Rolling Down to 
Mexico: (2 reels) A trip by automobile over the 
new Pan American Highway from Laredo to 
Mexico City. Native Arts of Old Mexico: (2 reels) 
Showing pottery and tile making, leather work, 
weaving figures out of straw reed, basket mak- 
ing, wood turning, ete. Coffee — From Brazil to 
You: (2 reels) 

Note: These films are “sound pictures” and 

are available in both l6mm. and 35mm. 

widths, 
RUSSIA: The Russian pavilion will contain a 
theatre seating 300 persons showing full-length 
feature Russian films. In addition, they will have 
an outdoor Trans-lux screen in the court show- 
ing Russian news pictures nightly. 
SOUTHERN RHODESIA: This government has 
planned three feature sound films of Southern 
Rhodesia entitled The Land of Rhodes, High- 
lands of Rhodesia, and Pioneer Trails. These 
three films will delineate the attractions and in- 
dustrial progress of Southern Rhodesia, showing 
native wild life, mining, urban activities and 
scenic beauties. All are 16mm. 


New Projection Techniques Used 


Photo-Mural Projects Story of Distribution 


The moving picture spectacle: Three Thirds of a 
Vation will be the principal feature of the New York 
World’s Fair Focal Theme Exhibit on Production & 
Distribution. The spectacle is subtitled: A Cinematic 
Mural and involves the use of an entirely new kind 
of motion picture presentation. Seven synchronized 
projectors, all running simultaneously, will project 
a single picture on the longest moving picture screen 
in the world. The screen, curving in a great arc, will 
be approximately 100 feet long. 

Egmont Arens, industrial designer who designed 
the focal exhibit, says: “I wanted to get the effect of 
an animated photo mural. As we got into production 
of the picture, we began to realize its dramatic pos- 
sibilities. Now I believe we have developed an entirely 
new four-dimensional art form. Moving pictures give 
you three dimensions on a two-dimensional screen. 
By curving the screen on an arc we get three dimen- 
sional space with the illusion of an added dimension.” 

“The spectator, being within the curve of the screen, 
thus has the sense of being an active participant of 
the drama that is unfolded on all sides of him.” 

Three Thirds of a Nation will dramatize the amaz- 
ing complex of activity that gets going in all parts of 
the country when Mrs. Jones wants her short ribs of 
beef and other products. Cowboys, herders, trainmen, 
stockyards workers, take up the call “Short ribs of 
beef for Mrs. Jones.” The action moves from East 
to West and back again. Mrs. Jones, of course, is 


Mrs. United States. A musical score and script for 


a commentator were especially written for this pres- 
entation. 

Under the apron of the massive curved screen will 
be three subsidiary exhibits. These will depict 
“Man’s Heritage of Power”, “The Problems of 


Abundance” and “A Vision of Tomorrow.” 


Sound motion pictures produced by The Jam 
Handy Picture Service, Wilding Picture Productions 
(National Biscuit Company), Caravel Films, Inc. 
(American Can & Johns-Manville), Audio Produc- 
tions ( National Association of Manufacturers, Amer- 
ican Telephone and Telegraph), West Coast Sound 
Studios (of New York City), and many other well- 
known “majors” in the field of commercial films, will 
be key exhibits at the New York and San Francisco 
Fairs. Complete details of every film and all the vari- 
ous projection and theatre setups used will be fea- 
tured in the next issue of Business Screen. 

Sailing Sheltered Seas to Alaska, produced by 
Dowling and Brownell of Hollywood for the Alaska 
Steamship Company, will be used in the television 
demonstrations at the R. C. A. building exhibit in 
New York. Several other commercial producers, in- 
cluding the Chicago Film Laboratory will have films 
transmitted during the broadcasts. The demonstra- 
tions are to begin about May first, according to the 
National Broadcasting Company who will telecast 
the pictures for reception on the several receivers 


located in the exhibit. 


Below: The motion picture mural in the Focal Theme exhibit on Production & Distribution at New York 
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The National Biscuit Company announces 
that it will have at its New York World’s Fair 
exhibit a specially produced Walt Disney mo- 
tion picture entitled Mickey’s Surprise Party. 
Officials of the national baking firm revealed 
that their organization has constructed its own 
motion picture theatre in Food Building North 
at the Fair. The air-conditioned theatre, seat- 
ing 266 persons, will provide continuous 15 
minute programs of entertainment on the screen 
during the life of the Fair and will also feature, 
for spectators outside, an animated display of 
puppets designed by Tony Sarg, well-known 
artist and illustrator. 

The Disney picture will be in Technicolor 
and will feature Mickey Mouse, Minnie, Pluto 
and Fifi. During the entire program Walter 
O’Keefe will act as master of ceremonies on 
the screen and will also be the featured com- 
mentator in a second Technicolor film which 
will complete National Biscuit’s fifteen minute 
program of gratis entertainment for Fair visi- 


tors. 


New York World’s Fair visitors are to re- 
ceive an eloquent and impressive interpretation 
of the star part which the cult of Charm and 
Beauty plays in the World of Today & Tomor- 
row. The world-wide interests of Coty, interna- 
tionally known French perfumers and cosmeti- 


cians, are dedicating to Fair visitors a special 


; 


Phe 


air-conditioned theatre of the Household Finance ( orpporation 
exhibit in the Consumer Interests building will feature films on 
family finance matters as well as human interest entertainment 


The exterion exhibits show Visitors practi al demonstrations of 


“better buymanship” and management of the family budget. 


- m DOCTOR OF FAMILY PINANCE 
RE HAPPILY EVER AFTER 





RES at the FAIR 





building which is to house exhibits of unusual 
fascination. 

In the “Maison Coty” dramatic changes of 
scene and atmosphere greet the visitor. Here 
will be shown in continuous operation, and 
complete to the last mechanical detail, a dem- 


onstration unit of Coty’s famous “Air-Spun” Above: The Consumer Interests building contains several 


process for refining face powder. Exactly du- new film feature exhibits including the Household theatre. 
plicating the hospital cleanliness of Coty labo- 
ratories, a crew of white-clad male and female 
operators will enact for the visitor the dramatic 
way in which “Air-Spun” Face Powder is given 
its unusual qualities by a method that is ex- 
clusively Coty’s. 

The tour through “Maison Coty” winds up in 
a luxuriously appointed motion picture theatre 
where there will be continuous showings of 
Coty’s thrilling sound films that dramatize the 
romance of perfume and cosmetics creation. 


New Cartoon in Kodachrome 


Ted Eshbaugh Studios, Inc. have announced 


‘ er . bove: The Met lit Life I Cc r exhibit 
a 16mm. color cartoon with duplicating prints Siete: Se Pen Syn Savane Geen Geman 


: e Below: National Biscuit Company’s motion picture theatre. 
was recently produced using the Kodachrome 

process. This first cartoon entitled Mr. Peanut 
and His Family Tree has been completed for 
the Planters Nut and Chocolate Company, and 
will be shown in connection with their WYorld’s 
Fair exhibits both in New York and San Fran- 


cisco. 
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FINEST 
OFFICE BUILDING... 


@ The complete and unexcelled facilities of two : “y 
famous theatres, a luxurious private club and ' 
many other conveniences are at your service. % 
* a . * 
Civic Opera House — this magnificent structure 
annually houses Chicago’s famous opera com- 
pany. Available out of season for business audi- 
ences where a large auditorium is required. 


Civic Theatre — one of the world’s finest small 
theatres, it is ideal for radio broadcast perform- 
ances, lectures, sales meetings and the like. 












The Lighting Institute — thousands of visitors L : ” d, f d L: yh 
attend the daily illustrated lectures in this mod- oo e Miles O spacious corridors... unobstructe ‘g f 
ern museum of lighting progress on the 36th 

Club & Meeting Rooms — for large groups or wal air from bennd atime oe fast, anoath na wn 


small, the building offers convenient meeting 
rooms with food service or without at most eco- 


nomical rates. “ee plus many nell, shops — services / 
Restaurants & Private Dining Rooms — for em- 
ployees and executives, fine restaurants are avail- 
able for breakfasts, luncheon or dinner service. 


Preview Theatres — two acoustically perfect Here at Chicago’s famed Twenty North Wacker Drive Building, there is an at- 
omy ey =uy Ses OF SEED Geeneae aap om mosphere of spaciousness and comfort not unlike the friendly feeling of a large, 
Sound Recording Studios — voice recording for well-ordered private home. Executives and employees alike enjoy working under 
a oP pascenes ene in evalu sosseding the favorable conditions which give every office unobstructed light and air from 
Safe Deposit Vaults — Chicago's finest vault broad windows. Customers, too, find Twenty North Wacker Drive most convenient 
— a a eID to all types of local transportation and unusually handy to economical parking fa- 
Convenient Shops — Deluxe barber shop, valet, cilities just outside the congested “Loop” area. 

og ey apis am allege oe The miles of spotless and spacious corridors reflect the fine service staff in 


store on the ground floor. 
SOME OF THE WELL-KNOWN FIRMS 


constant attendance for the comfort of our tenants. Efficient elevator service from 


LOCATED AT 20 NORTH WACKER — banks of well-manned cars minimizes delay. Convenient shops and services of all 
Allstate Insurance Company Joslyn Manufa.curing & types help make your office life easier throughout the year. Towering high above 
Alverd, Burdick & Hewson | O70" eee ll — all surrounding buildings, Twenty North Wacker symbolizes the very finest in 


passe so, << modern business “skyscraper” construction, yet the infinite care with which the 


af Company Middle West Service Co. 
Anaconds Wire & Cable Co. Menree Calculating Machine 
Chain Beht Company Ce., Ine. 
Chicage Lighting Institute  Natlemal City Lines, Ine. 


management assures the personal comfort of each occupant makes this truly a 
“home away from home.” 
Perhaps that is why many leading national business organizations have chosen 











Coucesdie Mutual Benef National Safety Council 

ae ae eet mera to make their Chicago headquarters at Twenty North Wacker Drive. For here, too, 
Dean Compan P 
pi ae ~~ —_ Okeontte aaauian The are the most complete facilities for all types of business activities such as conven- 
Eiltost Compeny eo tions, sales meetings, exhibits, etc. Large and small meeting rooms, private din- 
Retbiies ~acetegy micaeee a ing rooms, five theatres of all sizes and other facilities await you. Why not make a 
Herlihy Mid-Continent Co. Sears Recbuch & Company personal tour of inspection at your earliest convenience? It will save your concern 

Commerce my es “4 both time and money to “live” at Twenty North Wacker Drive in Chicago. 

W. T. Grant Company Commission 


Jenkine Petreleum Preeess Walker, Hiram Inc. 


Compeny ¥ Electric & 
Johnsen Off Refining Co. eS! , emma 


20 NORTH WACKER DRIVE 


ADDRESS INQUIRIES TO THE OFFICE OF THE PRESIDENT, J. C. THOMPSON 























“GET OVER into CLOVER” 


is G.E’s advice to dealers told 
in new stage show and pictures 


@ GENERAL E.ectric’s spring show Get Over 
Into Clover now winning acclaim in its tour of 
50 key cities, employs a unique combination of 
professional stage show and motion picture to 
carry its story to appliance dealers and dis- 
tributors. 

The show is being presented in the east and 
west simultaneously by two complete units, 
each with its special pullman car, baggage car, 
professional actors, stage sets, stage crew, and 
projection equipment. 

“It has been several years since General 
Electric has conducted a spring show of any 
pretentious size,” declares Carl M. Snyder, G-E 
appliance sales manager, “and never before 
have we attempted one of this type. We have a 
new story and intend to tell it in such dramatic 
fashion that it will stay told for some time to 
come. We do not propose to leave the slightest 
doubt in anybody’s mind that General Electric 
means business in 1939.” 

The show represents months of intensive 
work on the part of General Electric’s appli- 
ance promotional staff, and was produced under 
the joint direction of A. L. Scaife and Roy 
Johnson, advertising and sales promotion man- 
agers of the specialty and household appliance 
divisions respectively. 

The theme was built into a play by Carle 
Robbins, editor of the General Electric “News 
Graphic,” national dealer magazine. The plot 
was drawn from actual dealer experience. 
Principal characters are a typical dealer, his 
son, and the personalities who enter their pri- 
vate and business lives. Dealer problems and 
sales opportunities are dealt with as the play 
unfolds, yet not a single product chart mars the 
story. 

The audience joins the dealer’s son as he at- 
tends the presentation of a 30-minute talking 
motion picture which tells the story of General 
Electric’s research and manufacturing back- 
ground. Actors in the film include G-E execu- 
tives, scientists, and factory workers. Alois 
Havrilla, well known radio announcer, is nar- 
rator. The picture won a spot in the program 
because of excellent results achieved by prev- 
ious G-E movies in the appliance field. 

Scenes were shot at company plants and 
buildings and in various research laboratories. 
While the movie is concerned primarily with 
G-E home appliances, it shows such activities 
as the manufacture and testing of giant tur- 
bines and generators, minute instruments, light 
sources, porcelain insulators, wire and cable, 
refrigerators, radios, and other products. 

The human beings whose lives and jobs are 


ELECTRIC 








NO, THE DEALER ISN'T LosiING HIS PaNTs in the appliance store. The figure in long underwear is an irate husband who 
calls after hours, receives unusual treatment from the G. E service man and bellows, “I’ve never been in a place like this 
before!” A scene from the G-E spring road show Get Over Into Clover now being presented on national tour. 


woven into the picture emerge as more impor- 
tant than the mechanical processes themselves 

a point which General Electric stresses. The 
entire picture finds its inspiration in the query 
of a little girl who presses her nose against a 
streaming window pane during a thunderstorm 
and asks of her grandfather, “Grandpa, what is 
electricity?” Dr. Wills R. Whitney, G-E lab- 
oratory pioneer and a galaxy of men and ma- 
chines, through the medium of the motion pic- 
ture, answers her question as well as modern 
science has been able to answer it. 

Get Over Into Clover carries magnificent 
sets for the stage presentation. The curtain 
goes up on the front of a white colonial home 
which is 43 feet wide, and 22 feet high. A stage 
depth of 22 feet is required. 


The home is suddenly transformed as if by 


magic into a professional stage where other 


sets, equally professional and realistic in ap- 
pearance, appear and disappear with few se- 


onds intervening as the rapid fire show packs 


GENERAL ELECTRIC... THE 


comedy, romance and inspiration into each 
thrilling scene. 

Professional actors, used in both the eastern 
and western companies, are signed to contracts 
approved by the Actors Equity Association. 
Professional stagehands and management help 
to assure a competent performance. Each unit 
is preceded by its own advance man. Each has 
a stage manager, union electrician, carpenter, 
property man, and motion picture operator in 
addition to the actors. 

Get Over Into Clover left Cleveland after a 
preview showing January 27 before editors of 
national trade and consumer magazines, many 
of whom called it the most effective medium 
ever employed by a manufacturer to carry a 
sincere, inspirational story to appliance dealers 
and distributors. Dramatic critics, newspaper 
writers and veteran appliance merchandise 
men have concurred in that opinion at each 
showing. The western troupe will conclude its 
tour March 31, while the eastern company 
makes its final appearance at Buffalo April 5. 


STORY OF A VISUAL PIONEER 


The Concluding Article from a Recent Talk by John G. T. Gilmour 


® Realizing that a picture containing the re- 
sults of this development and one compatible 
with the company’s original function would 
offer the best presentation, we produced a five- 
reel synchronous picture featuring Dr. Irving 
Langmuir, Associate Director of our Research 
Laboratory, titled, Oil Films on Water; it por- 
trayed some of the experiments on surface ten- 
sion which later won for Dr. Langmuir the 
Nobel Award in Chemistry. Special portable 
sound projectors were built and crews were 
trained in their operation. This picture, be- 
lieved to be the first industrial sound picture, 
was shown about the country to engineering 
and scientific groups, as well as in leading edu- 
cational institutions. The acclaim given this 
picture by educators, business men and the 
press in addition to the company’s own opinion 


98. 


of the uses to which sound pictures could be 
put in our regular operations convinced execu- 
tives that sound films were in order. 

So district offices were outfitted with 35mm. 
portable projectors and the production of 
sound pictures was begun. The difficulties of 
production imposed by sound were many. An 
entirely new form of story-telling had to be 
worked out. Methods, satisfactory during de- 
velopment, proved impractical in regular pro- 
duction. Equipment was cumbersome and in- 
adequate. The troubles were the same as those 
encountered by the industry itself and in pro- 
portion just as large and difficult. But, as in all 
things, when there are patience, a will-to-do, 
and encouragement, the problems were gradu- 
ally eliminated and some form of production 
technique restored. (Please turn to next Page) 





As with silent films, the early sound films 
were institutional, attempting to create good 
will for General Electric by showing the ap- 
plication of its developments as a matter of 
public interest. Theatres used these earlier 


sound releases and audience response was good. 
Some sales films were made, but the district 
machines were much too complicated and 
bulky to permit easy showings. 16mm. sound 
was the answer to the major problem of mak- 
ing our pictures effective sales aids. 

During the period of readjustment, we pro- 
duced for the Lamp Department the first in- 
dustrial sound picture in color. Titled Stepping 
Ahead, it was shot on Dupont bi-pack, devel- 
oped in our own laboratory, and printed by 
Multicolor. Similarly produced sequences have 
since been used when color has been warranted. 

There are many standards of judging a pic- 
ture and probably as many variations of these 
standards as there are judges. Theatrical films 
are graded by box-office receipts; industrial 
pictures, General Electric’s at least, are judged 
by their effectiveness in doing the job they 
were designed to do. Their primary function is 
to sell— whether it be an idea or a product. 
If entertainment is essential to creating the 
sale, then theatrical treatment is resorted to; 
otherwise, it is omitted and a straightforward, 
ungarnished film is made. This does not mean 
that technically the picture should not be well 
produced, but that only essential story mate- 
rial be included. Thus, many of the pictures 
may seem very uninteresting and a waste of 
time and effort, but that opinion would not 
hold if you were familiar with the sales angles 
involved. It is in applying the advantages of 
motion pictures to the projection of an idea, 
whether simple or involved, which will in- 
fluence ultimate sales favorably, that industrial 
pictures best serve their purpose. To do this, 
the Visual Instruction Section, though small, 
is physically well equipped. 


STUDIO SPECIFICATIONS ARE GIVEN 


* In one building is a studio some 40 by 30 by 
15 feet. Because of its location within a noisy 
factory area, it is really a room within a room. 
The walls, floor, and ceiling are spring floated 
and the inner surfaces treated with Sabonite 
plaster and bats of rock-wool. A sufficient num- 
ber of incandescent lighting units is available 
for most any type of lighting. Two kilowatt 19” 
spots and 1)% kilowatt rifles are most generally 
used, though 5 Kw bulbs of strip or broadside 
units may be used. These same units may also 
be used for location work though lately the de- 
partment has been successful with some Art 
Reeves portable photoflood units. 

Pockets, carrying 150 amperes each, are con- 
veniently located on the studio walls, so the 
annoyance of cables all over the floor is re- 
duced. Since height is at a premium, we use 
diffusers on most of the units and often add a 


(Please turn to page 36) 





THE BUSINESS FILM ABROAD 


by ANDREW BUCHANAN Editor, Gaumont-British News 


@ Tuovucnu Brirar’s entertainment film indus- 
try remains in a critical condition (with a 
brighter future just appearing on the horizon), 
her non-theatrical film activities are making 
rapid progress. 

Her output may be divided into three broad 
categories: 

1. Productions sponsored by industrial, agri- 
cultural, commercial, and other concerns, 
designed for road showing, and projection 
in halls other than cinemas. 

2. Productions, similarly sponsored, but de- 
signed for general cinema release. 

3. Five hundred foot direct advertisement 
films, designed solely for cinemas, but re- 
garded as “additional” to the programme. 


In Group One, production has increased con- 
siderably owing to growing interest on the part 
of industrialists, in the screen. 

The now famous films made by the Gas Com- 
pany, at the rate of about five a year, are a 
popular feature, and an excellent example. 
Complete film shows are given each winter of 
the new productions made during the preced- 
ing summer. The general appeal of these shorts 
is wide. Musical sequences, fantasy, humour, 
artists of repute — have all helped to capture 
the public. Production values are high, and in- 
finite care is taken over preparation of scripts. 
There are a number of parallel examples of 
complete shows sponsored by important con- 
cerns, ranging from the films of car manufac- 
turers to those emphasizing the advantages of 
certain chain stores. Political parties are mak- 
ing ingenious films for projection on fleets of 
vans, and certain agricultural groups have 
spent a great deal on the making of first class 
informative shorts, both for non-theatrical and 
cinema release. 

Film Centre, in London, an advisory organi- 
zation controlled by John Grierson and Arthur 
Elton, and including Basil Wright and Paul 
Rotha, can be regarded as the hub around 
which the non-theatrical documentary move- 


Imperial Airways has been featured in one of 
the best documentaries produced in Britain. 





ment revolves. The most prominent business 
groups have come to regard Film Centre as a 
reliable source from which to gain advice on all 
matters appertaining to film production. 

The fundamental weakness of short films 
designed for general theatrical release in Britain 
is lack of adequate distribution. Double-fea- 
ture programmes have reduced programme 
space to a minimum, and exhibitors regard 
shorts as unimportant fill-ups, which can be 
rented quite economically. In fact, it is pri- 
marily due to this position that the non-theat- 
rical world has developed so rapidly, for leading 
documentalists have turned their attention to 
the task of building up their own audiences 
outside the cinema. 

This universal cry that there is “no room” for 
shorts in the commercial cinema leads me to 
remark on the danger of being victimised by 
Advertising Mania — a disease from which 
most exhibitors appear to suffer. They declare 
their programmes have no room for shorts, 
however good, and yet they can devote ten, 
fifteen and sometimes more minutes to Trail- 
ers advertising next week’s attractions. I know 
full well the value of these snappy excerpts, but 
it does seem somewhat illogical that space 
should be taken up to boost future attractions 
to the exclusion of current ones. An organist 
can play for, perhaps, fifteen minutes; a series 
of trailers can occupy another ten minutes 
(minimum); and an advertisement film 
(Group 3) can play for a further five minutes 

thirty minutes in all, and yet there is no room 
for first class short films! How could there be? 
There is a place for everything, including ad- 
vertisements, but a greater power of selection 
and understanding should be exercised by ex- 
hibitors in this particular respect. As I have ex- 
plained, Group One contains sponsored films 
for showing outside commercial cinemas, but, 
equally if not more important, are the spon- 
sored films designed for general release. Despite 
bad conditions, many do penetrate into cine- 
mas, and achieve surprising success. They do 
not, of course, contain any direct advertising. 
Amongst these should be mentioned the excel- 
lent shorts made by the famous G.P.O. Film 
Unit — a group possessing small studios at 
Blackheath, on the outskirts of London. One of 
its latest efforts is North Sea a fine three 
reel documentary on deep sea fishing, which 
has been booked up and down the country. 

One may ask what has that to do with the 
General Post Office? But one should remember 
that ramifications of this vast concern extend 
into the most unexpected channels. Consider, 
for a moment, the unparalleled success, Night 
Mail, the two reel dramatic film telling the 
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Producing effective commercial pic- 
tures is a highly specialized art. Let 
us place our facilities and technical 
skill at your service when you con- 
sider talking motion pictures. 


WEST COAST SOUND STUDIOS, Inc. 


510-22 West Fifty-Seventh Street 
New York Circle 7-2062 2.3. 
Wat. Sales Rep: SCREEN BROADCAST CORPORATION 
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PRODUCERS 


W E SUPPLY on rental all or any 
equipment necessary to make a 
Feature — Short or Commercial. 


SOUND — SILENT — COLOR — SLOW MOTION 


@ Latest Mitchell Cameras 


@ Blimps — Dollys — Accessories 
@ Latest Type Lighting Equipment 
@ Variable Area Location Sound Truck 
@ Portable Recording Equipment 


@ Single System News Reel Type Cam- 
eras 
@ Moviola Editing Equipment 
SALES —- SERVICE — RENTALS 


EXCLUSIVE EASTERN REPRESENTATIVES 
MITCHELL CAMERA CORPORATION 


MOTION PICTURE 
CAMERA SUPPLY, 


723 Seventh Ave. . 
Phone BRYant 9-7754 


Inc. 
New York, N. Y. 
Cable — CiINECAMERA 





BUSINESS FILMS ABROAD 


(Continued from Page 24) 


story of the journey of the night express to 
Scotland — and how letters are sorted en route. 
Railway communications, cable laying, the 
printing of stamps all come within the 
G.P.O., and in North Sea 
telephonic communication system with ships 
at sea provides a fine example of a little known 
branch of the work of London’s G.P.O. Direct 
advertisement is not needed. Indirect public- 
ity, if one can so regard it, provides the founda- 
tion for most of the G.P.O.’s material. 

The Strand Film Company must also be 


- the wireless and 


mentioned. Recently, it has made a series of 
Zoo films, original and imaginative, for general 
release, and simultaneously, a fine group of 
shorts dealing with air travel. One has to re- 
member that the object of such films is achiev- 
ed if a percentage of audiences becomes “air- 
conscious” direct advertisement being en- 
tirely unnecessary. Very few people are likely 
to be induced to buy an aeroplane after seeing 
a film on aerial matters — hence such material 


finds a legitimate place in a cinema programme. 

EXHIBITIONS IMPETUS TO PRODUCTION 

Exhibitions have provided an additional im- 
petus for non-theatrical production. Last year’s 
great Glasgow Exhibition prompted the forma- 
tion of the Scottish Films Committee, organ- 
ized by John Grierson, and the result was the 
production of about six fine shorts depicting 
contrasting phases of Scottish life — sport, in- 
dustry, fishing, and so on, made by different 
firms selected by the Committee. In addition, 
a small, but efficient company in Glasgow, 
Scottish Films Productions (1928) Limited, 
produced two powerful films on Steel. These, 
with the above mentioned Scottish shorts, were 
exhibited at the Glasgow Exhibition through- 
out the summer of 1938, and have since been 
acquired by renters in London for cinema re- 
lease. Scotland is an almost untapped source 
of material, and the future will see it being pro- 
jected in short films which should possess world 
appeal. 


“Children at School” a documentary film on 
modern school construction was sponsored by 
the British Gas Industry. 
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Similarly, the forthcoming New York Fair 
provides an important opportunity for Britain 
to show her documentary progress, and already 
a continuous programme of her best films has 
been arranged. These will include many of the 
above mentioned subjects, and also a selection 
of the famous Secrets of Life series, made by 
Gaumont British Instructional. I am naturally 
not referring here to feature films to be shown 
at the Fair, but confining my remarks to non- 
fictional material. 

Group Three. The short direct advertise- 
ment film, the distribution of which is paid for 
by the advertisers, has advanced in many ways, 
particularly in technical quality. Technicolor 
has been introduced in a number of instances, 
and the results have been first class. Gaumont 
Screen Services, which concentrates upon this 
class of film, embarked on colour last year, in a 
novel way. They made a short film boosting 
cigarettes, half in black and white, and half in 
colour. The former being scenes as seen through 
the eyes of an artist’s dog — dogs being colour 
blind — and the latter being the same scenes, 
as seen by the artist himself. The contrast was 
extraordinary — the black and white photog- 
raphy seeming much more drab than it really 
was, when immediately preceded or followed 
by colour. 

That broadly covers the activities of the 
three main groups of non-theatrical film-mak- 
ers. Each reveals how advertisement, in vary- 
ing degrees of directness is expressed via the 
screen, and the only remaining objective of 
non-theatrical producers is to increase the 
number of “film-conscious” business people. At 
the moment, despite the large number of un- 
derstanding commercial groups, there are 
many more who can think of no other form of 
advertisement than the direct, crude appeal to 
the public, urging it to Buy this, or Use that 
commodity. They cannot understand why this 
type of message should not be included in legit- 
imate cinema programmes, and they have not 
reached the stage of knowing the value and 
power of the indirect appeal. 


PROGRESS EQUAL IN SEVERAL FIELDS 

Thus, the lengthy sponsored road-showing 
film makes progress outside the cinema; the 
sponsored documentary containing only indi- 
rect messages penetrates into general release 
with growing success, whilst the little adver- 
tisement film wriggles into as many theatres 
as its sponsors can afford to pay for. 

By far the most valuable form of publicity is, 
I feel, the perfectly made documentary which 
does reach the cinema public, for when an audi- 
ence is assembled to receive entertainment, it Is 
in its most receptive mood. 

That summarizes Britain’s business screen 
activities up to the moment, and I am confident 
that, irrespective of the fate of the feature pro- 
ducing concerns here, that the non-theatrical 
field will make even more progress during the 
spring and summer of 1939. 



















TECHNICA 


anna 


@ Television will be a development in sound 
motion pictures, in the opinion of officials of 
commercial film producers whose technical 
staffs and studio facilities are well prepared for 
this departure in industrial film making. 

Aside from the perfection of television itself 
as a process of sending visual as well as audible 
images by radio, the making and placing of 
program materials must also be provided for, 
and this will necessarily be conducted in terms 
of film production and distribution. The limited 
horizon which in television reduces the sending 
area of every local station to a radius of fifty 
miles may thus create an outlet for motion pic- 
tures greater than previous 
use of the medium for non- 
theatrical exhibition. 

It is the studied opinion 


iar ground. 
of expert authority that 
film programs will consti- 
tute the bulk of television 
broadcasting for the follow- 
ing reasons: (1) Duplicates 
with sound-on-film may be 
Such 
prints will provide an inex- 


made cheaply (2) 
pensive chain system of dis- 
tribution (3) Programs can 
be edited and_ rehearsal 
time necessary for letter- 29.32. 
perfect performance can be 
eliminated (4) The tech- 
nique of film production 
will further reduce program prveany & oe 
costs by modern studio 

methods (5) Production can be made at the 
most suitable location (6) Talent need not be 
forced to rigid program schedules (7) Subject 
matter of a commercial, scientific or descriptive 
nature now beyond the reach of direct broad- 
casting may be included. 

With hundreds of local stations in prospect, 
each with full-time program requirements for 
sight-and-sound entertainment, there will be 
thousands of program-hours which cannot be 
supplied as live broadcasts outside of major 
talent centers. Thus a new field for motion pic- 
tures may be expected for television of the fu- 
ture, to create a vast new audience for indus- 
trial and commercial films. 


1939 DeVry Conference Announced 

* The ninth annual session of the National 
Conference on Visual Education and Film Ex- 
hibition (DeVry Foundation) will again be 
held at the Francis Parker School, in Chicago 
this year on June 19, 20, 21, and 22, according 
to the first public announcement made this 
month to Business Screen by A. P. Hollis, di- 
rector of the conference and chairman, ex- 


TELEVISION **eexperienced 


users and producers of commercial 
films will find themselves on famil- 


CINECOLOR LAB .. . an 


opening at Burbank gives the com- 
mercial field another big color serv- 
ice; described on Page 34. 


X-RAY «« Business Screen dis- 
covers it in motion pictures and won- 
ders why advertisers don’t get the 
idea, too, for that “inside” story. 


NEW PROJECTOR ... in 
fact, several of them. The Selectro- 
slide, the Ad-Slide are unique and 
apparently very workable . . . where 
to use them is indicated on Pages 


THE HORMONE WOMAN 
.» +a New York doctor designed her 
and films tell how she works for the 
benefit of visitors to the San Fran- 


PRODUCTION - PROJECTION 
EQUIPMENT - DEVELOPMENT 


officio. The daily sessions, which advertising 
and business executives as well as educators are 
invited to attend without charge, feature show- 
ings of selected films as well as talks by promi- 
nent authorities in both fields. 

This year’s conference will include discus- 
sions of photographic and scenario technique, 
advertising and sales training values and the 
scope of educational usage of the film medium. 


Produce Fire Prevention Films 
* In production at the present time at Burton 
Holmes Films, Inc. is a forest fire film being 
produced for the Conservation Department of 
the State of Wisconsin. 
One of the major prob- 
lems of the Wisconsin Con- 
servation Department is 
the prevention and fighting 
of forest fires in the State. 
Films have been made dur- 
ing the past few seasons of 
various forest fires in the 
State and of the effects of 
those fires. The new film 
will point out the economic 
loss to the State, the causes 
for fires, how they can be 
prevented, and it is hoped 
will arouse the citizens of 
the State to the forest fire 
problems. The film is in- 
tended for circulation 
throughout the theatres of 
the State as well as for a 
wide non-theatrical circulation. The picture is 
one reel in length and will be recorded on RCA 
“High Fidelity”. 


Supply Fair Film Equipment 
* Motion Picture Camera Supply Company, 
Inc., recently supplied complete color equip- 
ment for production of a short in cinecolor for 
the state of New Hampshire. This picture is to 
be shown at the New York World’s Fair. 
The camera crew just returned from Dart- 
mouth College, where they photographed the 
complete sports sequences at the Winter Carn- 
ival. Complete camera and lighting equipment 
was also supplied for the making of a Coast 
Guard picture for the Federal Government. 


New Projection Method 

* United Motion Picture Industries Ltd. have 
just introduced a new idea of continuous pro- 
jection; coupling seven continuous projectors 
and one sound reproducer, which reproduces 
the sound for the seven projectors and oper- 
ates continuously. All machines are automati- 
cally controlled so (Continued on next page) 
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Of singular interest to users of business and educational films, are 
the unique X-Ray motion pictures produced on the Roentgen rays 
abroad and now being shown in America. The application of X-Ray 
photography to many business uses for the education and selling 
field is apparent. The convincing power of such a visual demon- 
stration is beyond comparison. Heretofore only single X-Ray pic- 


3 

a 4 ann edemsd SG 
tures could be produced, but now modern science has made it pos- 
sible to record action from the fluorescent screen to the talking 
picture negative. The film explains the generation of X-Rays and 
the immense significance of X-Ray photography. X-Ray in the 
diagnosis and treatment of disease is depicted. Studies of mice, 
hens, cats and monkeys in motion are shown. Then the hand, arm 


= ttle 





and knee movements—the heart and lungs at work—and pictures 
of the chewing and swallowing act are revealed. The concluding 
part of the film shows for the first time the achievement of sound- 
film photography, in which pictures and sound are recorded simul- 
taneously. The structure and the functioning of the inner organs of 
living human beings are shown in 16mm. and 35mm. versions. 





(from Page 27) .. . that if film is 
broken in one or more machines, 
the machine is tripped out auto- 
matically and while the 
other machines continue project- 
ing. This is now being used at the 
World’s Fair. 

On the Reading List: 

* Number Six in a series of vest- 
pocket sized essays on business 
films to be released by the Atlas 
Educational Film Company of 
Oak Park, Illinois is entitled Why 
Must Business Films Be Educa- 
tional? John Curtis of the Atlas 
Staff scripted the series. 

* The new edition of the “Free 
Loan-Sound Film Library” catalog 
issued by Burton Holmes Films of 
Chicago lists the new National 


stops, 


League official film Baseball; To 
the Ladies, starring Princess Alex- 
andra Kropotkin; and The Ro- 
mance of Foods, all sound motion 
pictures now available for free 
showings to adult groups. Sent on 
request. 

¢ Two useful volumes that should 
be in the film user’s file are issued 
by the DeVry Corporation, equip- 
ment manufacturers, Chicago. 
Free Films for Schools, a 64-page 
listing of 1,400 free films from over 
300 sources is published at 25c a 
copy. The Proceedings of the 
Eighth Session of the National 
Visual Education 
and Yearbook of Visual Education 


Conference on 


which contains addresses, statis- 
tics, ete. on this field and contains 
130 pages of useful information is 


BUSINESS NEEDED ECONOMICAL 
LIGHT WEIGHT SLIDEFILM EQUIPMENT 


Now 
Ready 


1939 MODEL K102 JUNIOR 


Sturdy and strong in construction, yet it weighs 
only 11 pounds! Sound Projects’ new Model K102 
Junior is easy for salesmen to carry — yet perfect 
in performance. Priced low enough so that the larg- 
est field sales organization can be equipped at tre- 
mendous savings over existing equipment. 

Mod] K102 Junior plays up to a 16” record; has suf- 
ficient “true-tone” volume for audiences from one 
to fifty persons. Projects a bright. clear screen 
image. Standard equipment carries a 50 watt pro- 
jector; equipped with 100 watt projector for larger 
audiences. Overall case dimensions: 5%" x 13”: 


weight only 11 pounds. 


EQUIP YOUR ENTIRE FIELD SALES STAFF 


(Usual Quantity Discounts Granted 
Model K102 Junior (AC only) 


Address Inquiries to: 


.. . $3780 =O 
Equipped for AC-DC operation, slightly higher 






PRICED AT ONLY 


$3 790 





t 


EASY TO CARRY YET STURDY 
K102 Weighs Only 11 pounds 


SOUND PROJECTS COMPANY 


3140 WALTON STREET e CHICAGO e TELEPHONE: NEVADA 6261 
Or Ask Your Local Producer For Full Details 








available at 50c the copy from the 
company. 


Medical Production Specialists 


* The Story of Novol, a motion 
picture, was recently produced for 
a manufacturer of dental anesthe- 
tics by Joseph P. Hackel and the 
Photographic Fair, Ltd. Special- 
ists in this type of production, the 
Photographic Fair organization of- 
fers a unique service to medical 
and scientific groups. In The Story 
of Novol, the complete story of 
production of this anesthetic is 
told, including the actual use of the 
product in typical oral surgical 
procedure. 


Personnel Changes 


* Norman Blackburn, writer and 
supervising director, has joined the 
film department of J. Walter 
Thompson, New York. Fred Fid- 


ler heads the department. 


* Benj. Munsey has been named 
casting director of the Jam Handy 
organization production unit 305 
E. 45th Street, New York, accord- 
ing to Jamison Handy, president. 


Films and Libraries: 

* Just previewed is the new Wey- 
erhaeser Sales Company sound 
motion picture Let's Build To- 
gether produced by Ray-Bell 
Films, Inc., St. Paul for distribu- 
tion in the building trades. Chief- 
ly a story of lumber as used by the 
building trades, the film runs 30 
minutes and is obtainable in both 
16mm. and 35mm. sizes by organ- 
izations in this particular field. 


* A fascinating collection of un- 
usual oddities make up the sub- 
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THE mopeRN Fim prevue theatre of Wilding 
Picture Productions located in the Argyle 





Street, Chicago, studios of that organiza- 
tion. Typical equipment is available for use. 


ject-matter of the film series Od- 
dities Beyond Belief now available 
from the extensive library of Nu- 
Art Films, Inc., New York. Ideal 
for business group supplementary 
use, there are six editions, each of 
which runs approximately ten 
minutes, sound, or fifteen minutes, 
silent. 


* Pictorial Film Libraries, New 
York has just released in 16mm. 
sound, a one-reel musical comedy 
with the famed Sophie Tucker 
singing her songs in her own in- 
imitable manner. The subject is 
well-adapted for commercial pro- 


EXPERIENCE IN PRODUCTION techniques saves time and expense: Below: a drawing is screened 
by rear-projection and combined with a foreground set to economize on unnecessary set 
building otherwise required to achieve the desired effect. Here the screen is shown with- 


out the actors and foreground set. 
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A BATTERY oF vevery theatre projectors is 
used in many modern business theatres. 





ANOTHER TyPicar business prevue room show- 


ing latest type of theatre seating used 
grams, conventions and other bus- 
iness meetings. 


* The United States Film Service 
has just announced the release in 
both 16mm. and 35mm. size of 
three sound motion pictures. The 
widely-known film, The River, 
which was written and directed by 
Pare Lorentz; Good Neighbors, 
produced by the United States 
Maritime Commission, and Three 
Counties Against Syphilis are the 
subjects now available. 


* Two popular Standard Oil Com- 
pany (Indiana) educational films, 
The Story of Gasoline and The 


Story of Lubricating Oil will be 
shown visitors to the United States 
Bureau of Mines exhibits at the 
world’s fairs in New York and San 
Francisco. 


New York Prevue Theatre 


* The 50th Floor Auditorium of 
the Chanin Building at 122 East 
42nd street in New York is the 
Eastern counterpart of the Prevue 
theatre maintained in the offices 
of Business Screen Magazine in 
Chicago. A number of commercial 
film showings are regularly held in 
this 200-seat theatre, as well as 
sales conferences, broadcasts, etc. 


New Silent 16mm Projector 


* Three former Bell & Howell 
16mm. silent projectors have been 
replaced by the new moderately- 
priced “Filmaster” an _ entirely 
gear-driven machine. It has no 
belts or chains, inside or out. The 
gears, enclosed by rigid aluminum- 
alloy die castings, are said to be 
exceptionally silent. The 
$139.00. 


price; 


Convention Dates 

Aprit 25-30. National Newspaper 
Association, annual convention, 
Waldorf-Astoria, New York. 
Apri 25-28. American Newspaper 
Publishers Association, annual 
convention, Waldorf-Astoria, New 
York. 

May 1-4. Chamber of Commerce 
of the United States, twenty-sev- 
enth annual meeting, Washington, 
D.C. 

May 5-6. Advertising Affiliation, 
1939 convention, Hotel Statler, 
Cleveland. 


PRESTO — cHaANGE-o: (setow) Here the camera photographs the scene with steps, properties 
and actors in place. The column on the extreme left was built in wood to match the col- 
umns in the projected scene. This column gave more depth to the scene. The edging of 
the rear-projection screen does not appear in the filmed scene. 
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NEW 


CLASSIFIED DIRECTORY 


OF FILM SOURCES 







50c per Copy 
Send Order to 
Directory Editor 






SS 
S 


G SS 
201 ETRE NEW SS 


N ever before has there been such a clear cut Subject-Source 
Index with its many classifications and divisions tabulated 
in a film directory. It is unquestionably the most conipre- 
hensive film selection list ever published. Instead of the 
user wading through many classifications to find a certain 
subject, this New Directory permits him to consult the 
Subject-Source Index, where, under the proper subject 
headings, he will find a list of sources that have such films 
available . . . both silent and with sound. Sources are num- 
bered and user then consults source listings to determine 
what each source can supply. 

Another notewerthy innovation is an enlarged editorial 
section that provides pertinent information and data on 
all non-theatrical applications of the motion picture . . . 
featuring, in particular, the educational field. 


This edition of the VICTOR Directory is the result of 
thousands of requests for a continuation of this VICTOR 
service to 16mm. users. As VICTOR was the first to pub- 
lish a film directory years ago, it now carries on with the 
most complete and helpful film directory ever published. 


FOR_YOUR COPY, send 50c with complete 
and fully legible mailing address to the DI- 
RECTORY EDITOR at the home office of 


Victor Animatograph Corp., in Davenport, la. 


VICTOR ANIMATOGRAPH CORPORATION 


DAVENPORT, IOWA CHICAGO LOS ANGELES NEW YORK 











SCRATCHES 


SCRATCHES 


SCRATCHES 


SCRATCHES 
SCRATCHES 


ON MOTION PICTURE FILM 


CAN BE REMOVED ONLY BY 
RECONO carers» METHOD 


AMERICAN RECONO, Inc. 


245 West 55th Street ° 


Write for Free Trial Offer 


New York, N. Y. 
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The Dice 


lo- LIVE, 


WOMMELA 


You will find that er York has more to 
offer when you stop at the Savoy- Plaza. 
This famous hotel provides unrivalled 
excellence in the spacious comfort of its 
cheerful rooms, inits tempting cuisine and 
its thoughtful service. 
Subway direct to the 
World’s Fair at the door. 





"2<z eo 


Plan 
now to make 
the Savoy-Plaza 
your headquarters 
during your visit 
to the New York 

World’s Fair 

1939 


George Suter, 


OVERLOOKING CENTRAL PARK e¢ FIFTH AVE. 58th TO 59th STS 
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Henry A. Rost, Managing Director 
Resident Manager 

















CINECOLOR OPENS NEW BURBANK PLANT 


* An Event of interest in current 
business film history was the for- 
mal opening last month of Cine- 
color’s new plant in Burbank. 
Erected on a site over three acres 
in size, the actual building covers 
45,000 square feet of space and is 
one of the most modern and novel 
color laboratories in existence. Ar- 
chitect Robert V. Derrah designed 
the ultra-modern concrete rein- 
forced structure. 

Incorporated in the new quar- 
ters are facilities and equipment 
which were designed to bring new 
accuracy, flexibility, economy and 
speed to Cinecolor’s recognized 
Almost as important, 
Cinecolor’s new facilities are said 
to enable it to turn out film at the 
rate of two million feet a week! The 
cost of equipment exceeds $150,- 
000, while the actual cost of the 
building is approximately $125,- 
O00. 


process. 


STREAMLINED HANDLING 

Cinecolor’s technical depart- 
ment is under the capable direc- 
tion of Alan Gundlefinger, well- 
known for his past exploits in color 
work. This important department 
embraces a complete patent re- 
search room, technical library, re- 
search room, control room, optical 
rooms and dark rooms. 

The actual handling of film has 
been streamlined to 100 per cent 
efficiency by progressive layout of 
modern quarters for camera un- 
loading, negative polishing, print- 
ing, inspection, positive cutting, 
waxing, optical printing, and ship- 
ping — as well as a special effects 
camera department and _ private 
cutting rooms for the use of cus- 
tomers. A complete machine shop 
is also included. 

A single gigantic room 14,000 
square feet in size —is used for 
processing of all types of color 
prints. Here is contained vast ma- 
chinery for the coloring and de- 
veloping of positive films in 16mm. 
and 35mm. and in both two and 
three color. This is the department 





Groth 


that will ultimately enable Cine- 
color’s output to be stepped up to 
between four and five million feet 
of film a week. 

All electrical wiring and pipes 
for water, gas and the fire sprinkler 
system have been installed in a 
specially ventilated tunnel, to pre- 
vent the possibility of their being 
affected by chemical fumes. 


TAKE ALL PRECAUTIONS 


DC sets are also located in this 
tunnel. Release deadline dates 
don’t usually take into considera- 
tion such hazards as the failure of 
electrical power, so Cinecolor has 
had to construct an auxiliary 
power plant, which is also installed 
in the basement for use in emer- 
gencies. In the event of power fail- 
ure the auxiliary plant will pick up 
the job with a maximum current 
interruption of only ten seconds! 

The huge new vaults for storing 
film have been patterned after 
modern bank vaults and are pro- 
tected by an undrillable steel door. 
Fire sprinkling systems and addi- 
tional novel safety features assure 
further protection of these vaults. 

Since the printing and handling 
of Cinecolor film calls for exacting 
control of the heat and moisture 
in the air, special air-conditioning 
equipment has been designed for 
regulating humidity and tempera- 
ture throughout the building with 
individual sectional control. 

A useful as well as decorative 
part of its facilities is Cinecolor’s 
main theatre. Here rushes and test 
prints may be promptly viewed in 
attractive surroundings. A special 
study has been made of projection 
equipment to insure the picture 
being consistent with standard 
theatre equipment. 


McCORMICK EXECUTIVE HEAD 


The entire construction and in- 
stallation of equipment has been 
carried out under the supervision 
of William Prynne, secretary of the 
company. 

The business staff of Cinecolor, 
headed by A. L. McCormick, presi- 
dent and treasurer, has been com- 
fortably and conveniently estab- 
lished in ten modern executive 
offices. Among the other officers 
are Alan Gundlefinger, vice-presi- 
dent in charge of research; W. T. 
Crespinel, vice-president, and J. 
Henry Kruse, Sales Manager. 




















NEW DEVELOPMENTS in EQUIPMENT 


* The new DeVry “Interpreter” 
features a new device which repre- 
sents a major change in projector 
operation, applying an entirely 
new principle. 

Quality of sound has been great- 
ly enhanced through use of the 
new “film stabilizer.” Not only is 
sound improved, but it also has 
proven invaluable in eliminating 
strain on film, actually making it 
possible to run “green” (untreat- 
ed) film without difficulty. 

The DeVry film stabilizer, in ex- 
haustive tests, has shown a re- 
markable effect on quality of 
sound. Basically, it makes the film 
travel in an “undirectional” man- 
ner, completely eliminating lateral 
and vertical “whip”. In other 
words, it keeps the film traveling 
at an even, constant rate of speed 
over the sound aperture, keeps it 
also tightly held to the sound 
drum, and assures its traveling in 
a perfectly straight line, thus do- 
ing away with “waves” and un- 
wanted variations in pitch due to 
lateral or vertical whip, or varia- 
tions in speed of the film as it 
travels over the soundhead. 

The new Automatic Loop Setter 
completely eliminates the possibil- 
ity of tearing film or sprocket 
holes. The moment a variation in 
speed occurs, due to imperfections 
in the film or loop, it is only neces- 
sary for operator to press a button 
which opens the aperture gate an 
instant, push the gate back, and 
automatically the film makes its 
own adjustment to correct posi- 


tion. This is all done without stop- 
ping the motion of the film, or the 
continuity of the image on the 
screen. 

Bearings are new glass-hard 
steel, bearing shaft self-lubricating 
by special self-oiling units which 
keep bearings thoroughly oiled at 
all times for a period of at least two 
years. Non-tarnishable chrome us- 
ed on important exposed metal 
parts. New easy threading (“Syn- 
chrophonic threading”) . A flick of 
the index finger opens all threading 
units of soundhead segment. 


16mm Projection Advances 

* A brief glance at the accompany- 
ing chart of a typical 16mm. sound 
projector reveals the many 
changes which have taken place in 
16mm. talking picture projectors 
for industrial use. Today, for as 
little as $275.00, there are avail- 
able efficient sound-on-film projec- 
tors incorporating features former- 
ly not found in much more expen- 
sive machines. 

As exemplified by one of these, 
(the new Model “X” Amprosound 
developed by Ampro) the new 
type sound-on-film projectors of- 
fer, in addition to low cost, extreme 
compactness and portability plus a 
remarkable simplicity of opera- 
tion. The Model “X” projector 
with all including 
speaker, is contained in one case 
and weighs only 49 pounds. All op- 
erating controls are centralized on 
one illuminated panel. Threading 
is very simple. 


accessories, 


DIAGRAMATIC CHART SHOWING PRINCIPAL Points of improvement on a typical modern 16mm. 
sound projector, in this case the Amprosound, a product of Chicago’s Ampro Corporation. 
Lower prices are another important feature of the great strides made by commercial 
film equipment in recent months. 





For Large 
Audiences 








soow SLIDEFILMS 





WITH 4G 


300 WATT 


PROJECTORS 


OR more brilliant projection of slidefilms, S. V. E. 
Picturol Projectors are now available with 300 
watt lamps. 

Built on time-proved principles, the new high pow- 
ered S. V. E. projectors provide greater brilliance, 
yet without increasing the heat on the film or the slide. 
The patented S. V. E. heat filter and releasing glass 
which moves back automatically when the film is 
turned, provides maximum protection for your film 
strips. Three styles of projectors are available, the AA 
Tri-Purpose unit which shows single or double frame 
film strips and 2” x 2” glass slides, the G which shows 
only single frame strips and the AK which shows only 
2” x 2” glass slides. The AA and the G have as stand- 
ard equipment the new S. V. E. re-wind take-up which 
re-winds the film in the proper sequence as it is be- 
ing shown. 

S. V. E. Model G 300 watt projectors are available 
in sound slidefilm equipment. Send for complete facts 
now. Use the convenient coupon! 


Mail This Coupon Now! 


or 


SOCIETY FOR VISUAL EDUCATION, Inc. 
Dept. 3B, 100 East Ohio Street, Chicago, Ill. 


S. V. E. projectors and the name of the nearest Producer-Dealers. 


Without obligation to us, send complete facts about the new 300 watt 


—— 
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WORLD’S FAIR EXHIBITORS 


PROTECT YOUR VALUABLE FILMS! 


® Keep your films fresh and clean 
— free from dust and dirt — prop- 
erly humidified! Use a Neumade 
all steel cabinet — specially de- 
signed for films — the result of 25 
years experience supplying the 
film industry. 


DUSTPROOF - FIREPROOF 
TAMPERPROOF 


Complete range of sizes 
and models for all kinds of 
film storage. Reels or strips 
8mm. 


35mm. 


16mm. 





MODEL DC-416 
Suitable for the Sales or Adver- 
tising Manager's Office. 


PROJECTOR TILT TABLE. Ideal for exhibit 
or business use. Adjustable to any tilt up to 
10” rise. Sturdily built of heavy steel, 2 rigid 
shelves for reels, cases, etc. 

T-134 (30” long, 16” wide, 36” high) $49.50 
With ball bearing, rubber covered casters 
$6.00 extra 


WRITE FOR CATALOG 
Naminade Products Gop. 
429 W. 42nd St New York City 
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The Drake offers every luxury and con- 


venience of fine living on Chicago's 
Gold Coast, overlooking Lake Michigan. 


The Drake 





MORE TIPS FOR 
BETTER SHOWS 





In splicing sound film, either 
35mm. or 16mm. width, wherever 
a square splice is used, it is the 
practice to paint out a section of 
the sound track on either side of 
the splice, in a diagonal fashion, 
to reduce the which the 
splice produces in the sound SVs- 


sound 


tem as it passes the scanning beam. 
Because this painting eliminates a 
noise which sounds very much like 
the word “bloop”, the painting is 
known as “blooping”. 

Research has revealed that the 
same effect as blooping is obtained 
when the splice is made diagonally. 
Thus, according to engineers in 
the Bell & Howell research depart- 
ment, when the B & H 16mm. 
splicer is used, the splice may be 
said to be automatically blooped. 

When a diagonal splice passes 
the scanning beam, the width of 
the sound track becomes narrower, 
gradually decreasing the sound 
coming from this portion of the 
track, meanwhile increasing the 
sound from the track correspond- 
ing to the subsequent scene. This 
gives somewhat the same effect in 
sound as a very rapid lap dissolve 
in the picture. 

Automatic blooping is an impor- 
tant sales point in favor of the 
diagonal splice, since it eliminates 
noise, due to splices and saves time 
by making it unnecessary to do 
painstaking bloop painting. 


National Tie-Ins Moves 


* Nationa Tie-Ins, Inc., of Chi- 
cago and New York, an organiza- 
tion devoted largely to unusual 
sales promotion and merchandis- 
ing tie-ins, many of which include 
feature motion pictures, has moved 
its New York from 200 
Madison Avenue to larger quarters 
in the Graybar Building, 420 Lex- 
ington Avenue. 


offices 


THE WILDING CAmeRA crew rests between 
scenes while shooting the new Standard 


Oil film Start the Music starring Edgar 


Kennedy (seen in the uniform). 
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Automatic Slide Projection 


Something new in automatic 
slide changing projector equip- 
ment, the SELECTROSLIDE can be 
operated by remote control or by 
set automatic control for display 
purposes. The machine takes 2” x 
2” color or black and white slides 
made from 35mm. film. It can be 
used to project pictures on a small 
screen in an office, or on a large 
screen in an auditorium that will 
seat hundreds. The exclusive new 
remote control feature is operated 
by means of a push button which 
the speaker holds in his hand. 
Slides are so changed when de- 
sired. 

The possibilities of the SELEcTRO- 
SLIDE for advertising and display 
purposes are said to be limitless 
for all kinds of advertising, both 
indoor and outdoor, and for sales 
promotion and presentations. The 
equipment carries an interchange- 
able magazine holding 48 slides in 
numbered slots. Once the maga- 
zine is correctly loaded, errors in 
projection are impossible. Chang- 
ing the magazine requires only a 
few seconds, and so a great number 
of slides may be shown in rapid 
succession. This interchanging of 
magazines makes for great flexibil- 
ity in subject matter. The SELEc- 
TROSLIDE is portable, weighing only 
30 pounds. Inquiries addressed to 
the Screen Service Bureau of this 
magazine will be forwarded for im- 
mediate reply. 


Filmosound Library List 


* THe FitMosounp Fi_m Liprary 
Book just issued by Bett & 
HoweE zt illustrates how this firm 
has provided a single film source 
adequate to meet the diversified 
demands of educational institu- 
tions, industry, homes and com- 
munities. It contains a valuable 
and varied collection of sound-on- 
film features, comedies, cartoons, 
adventure, nature subjects, music, 
religion, history, news reels, sports 
and teacher training. 

Here. covers are 
sixty-four 81 x 11 inch pages con- 
taining titles, description, classifi- 
cation and pricing of 2800 reels of 
sound film offered for rental or sale. 


between its 


























THE COMMERCIAL NEWSREEL 


* The Jam Handy organization is 
doubling the size of its midtown 
offices and review rooms when new 
quarters are taken over in the 
Berkeley building, 19 West 44th 
Street, New York City, March 15, 
according to Jamison Handy, pres- 
ident. Herbert Depew is in charge. 

The New York production unit 
at 305 E. 45th Street and the of- 
fices and review rooms in the Gen- 
eral Motors building, 57th and 
Broadway, are to remain the same 
with George B. Finch in charge of 
the uptown office, Mr. Handy said. 


Argus Executive Changes 


* The International Research Cor- 
poration announced the appoint- 
ment early in March of Ted 
Grange, former Argus advertising 
manager, to the position of terri- 
torial salesmanager for the Chi- 
cago district. Harvey Brown, for- 
merly in charge of Argus sales pro- 
motion and editor of the Argus 
Magazine, Argus Photography, will 
replace advertising 
manager. 

Karl H. Barleben, Jr., a Fellow 
of the Royal Photographic Society 
and a well-known photographic 
authority and writer, has been 
added to the Argus staff as educa- 
tional director. Barleben conducts 
a column for Travel Magazine and 
is the author of The Leica Data 
Book, Cash From Your Camera, 
and Travel Photography with the 
Miniature Camera. In addition to 
his regular duties as techniéal ad- 
visor and expert, Barleben will also 
conduct a series of lecture tours in 
the near future which will be open 
to the general public. 


Grange as 


Dufaycolor Prints Down 


* As a result of recent laboratory 
developments, Dufay- 
color prints and enlargements will 
be reduced from 10% to 50% be- 
ginning February 20th. In an- 
nouncing this reduction, Robert 
Jordan, Sales Manager, says: 
“Without doubt the reduced 
prices will bring about an _ ex- 
pansion of the color market, since 
it puts natural color prints well 
within the reach of the most limit- 
ed photographic budget.” 

On February 15th, a $100 “Prize 
Picture” promotion will be offered 
all Dufaycolor dealers. Dufaycolor 
Company, Inc. will pay $100 for 
every Dufaycolor transparency se- 
lected as the Dufaycolor “Prize 
Picture.” For future exhibits and 


prices on 


advertising purposes, Dufaycolor 
will offer $10 for selected transpar- 
encies which do not win the $100 
award. 


Gutlohn Lowers Rates 


* WALTER O. GUTLOHN, INC., of 35 
West 45th Street, New York who 
distribute 16mm. sound film in the 
United States and Canada, with a 
library of over twelve hundred en- 
tertainment and educational fea- 
tures and shorts have found that 
the demand for their pictures in 
the commercial field has been 
growing so rapidly that they have 
been enabled to announce a new 
price scale for industrial rentals 
and sales far below former rates. 

The Gutlohn library lists among 
its clients such well-known users of 
industrial films as Standard Oil of 


Indiana, Chrysler, Pontiac, Gen- 
eral Electric, Shell Oil, U. S. In- 
dustrial Alcohol, Public Service 


Corporation of New Jersey, and in 
the ice cream industry, the Breyer, 
Pioneer and Horton Companies. 

Increasing interest in the build- 
ing up of program appeal with 
musical features, 
dies, etc., has proven most success- 
ful. According to Gutlohn officials, 
this development is one that most 
business film users should bear in 
mind when they plan their show- 
ings. 


Cole Offers Fair Aids 


* The presentation of non-theatri- 
cal motion picture shows has be- 
come an established business with 
the King Cole Sound Service of 
New York, for twenty years spe- 
cialists in non-theatrical showings. 

The equipment used is the most 
modern, and is operated by experi- 


cartoons, come- 


enced projectionists and engineers. 
The standard projectors are thirty- 
five millimeter machines. The six- 
teen millimeter equipment is that 
manufactured by the Bell & How- 
ell Company to specification so 
that Western Electric Sound 
Equipment may be used with the 
projectors. 
silent projection service, or sound 
slide film and public address sys- 
tems. 


There is also available 


Industrial organizations plan- 
ning to hold sales conventions in 
New York during the Fair period 
will find this service useful. Many 
new products will be introduced to 
the selling force via portable ma- 
chines set up in a hotel room or 
auditorium. 
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A FRESH 
VIEWPOINT 


Many companies have worth- 
while older films containing 
pictures difficult or costly to 
replace — but which should 
be brought up to date with 
new editing or partial new 
photography and modern 
sound and “dressing”. 

An important service of the 
Dowling and Brownell organ- 
ization is just this type of job 

making old picture stories 
new by expert treatment. 

Send us your problem and 
your films to view, with your 
thoughts on changes or new 
requirements; and we will of- 
fer suggestions as to how 
your pictures can best be 
made to serve today’s new 
audiences. 


DOWLING and BROWNELL 


6625 Romaine Street Hollywood, California 








Let us Produce your Technical Films 
With intelligent planning... 
petent technicians and operators . 
NICAL STAFF experts available for work on your problems. 


careful preparation ... alert, com- 


- ENGINEERING and TECH- 


Complete films from $1000.00 up 


We have produced unsurpassed scientific motion pictures in 
silent, sound, and color for leading manufacturers and pharma- 
ceutical laboratories. 


Write on your letterhead for booklet “A” de- 
scribing our guaranteed distribution service. 


CONSULTATION INVITED 


JOSEPH P HACKEL’S 


LPHOTOGRAPHIC FAIR LID] 


PRODUCERS «+ DISTRIBUTORS - EQUIPMENT 
144 East 57th St NEW YORK, N.Y 


A COMPLETE SERVICE 
Wickersham 2-9742 

















: | THE HORMONE WOMAN 
ins a — | A unique exhibit for the San 
Nou jt ~ "1 | Francisco Fair is explained 


‘ | by Dr. Frank Netter 
= * In preparing their exhibit for the 


Golden Gate International Expo- 


Today Cinecolor throws the master | sition, the manufacturers of a sex 
| hormone preparation used in med- 
switch in its new $250,000 Burbank | icine asked me to work on a cer- 


tain problem. They wanted to 


lant... rs hum, vats swish and 
P t...as motors ’ show the dramatic action of sex 


. pulleys begin their ceaseless chores... hormones, the changes that these 
ss a vital new milestone is passed hormones produce in the internal 


structure of women during the 
Now equipped to add a million feet menstrual aig ty when preg- 
nancy occurs. 1ey came to me 

each week to the 40,000,000 feet of with their problem because they 
its film being shown throughout the had heard that I was a physician 
experienced in interpreting medi- 
cal facts and stories to the public, 


on to greater heights in color accuracy, through models and illustrations. 
. After considering various ways 


world... Cinecolor is destined to push 


flexibility, speed and economy. I conceived the idea of cons- 
> tructing a transparent figure of a 


woman, and then demonstrating 
the action of the glands within this 
figure. But the problem was com- 
plicated by the nature of the sub- 
ject. It was not only necessary to 
illuminate the various glands at 
certain intervals in the story, but 
it was necessary for the various 








organs to actually change shape 
and size. For example, we wanted 
to show the growth of a baby with- 
‘itt ca a in the womb, step by step; thus, it 
aT! iE i ; was impossible to actually con- 
oe i TE struct these organs within the fig- 
(itnie og | ure and illuminate them, for glass 
and such substances cannot be 
made to expand to contract. The 
next logical approach was to use 
the principles of projection. 
A PLASTIC “THEATRE” 
A figure of a woman was con- 
| structed of a transparent plastic 
of the acrylic resin group, namely, 
plexiglas. Considerable thought 
was applied to the pose of the fig- 
ure, for the lady should be expres- 


—_——== 


hmit'tn 


T a ec a osena d d ress of th e sive of sex but not of vulgar sex. 
She must express womanhood. 
most d isc ri mp j na ti ate h ome How well we succeeded the readers 


may judge from the photograph. 
I sketched many different poses 
before deciding on the one which 
most satisfactorily filled the bill, 
and from my drawings and paint- 


of the famous Zebra Room 


Under the same management as the internation- 


ell Dabiclulelt Mm Blgel ¢-MelileMsilele tie ut- Hotels, Chicago ings the transparent woman was 
constructed. The front half of the 
A. S. Kirkeby, Managing Director figure alone was made. An open- 


ing was cut in a ply-wood panel to 


exactly fit the silhouette of the 
figure and the transparent lady 
e 0 UW f 0 TRY was mounted in it. Behind this 
figure, and flush with the rear 
Lis Hi Fe a a ae 


opening, a rear-projection — silk 


L O.§ A i See ae screen was placed. I found that 


this screen gave better diffusion 
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and better light transmission than 
did molded screens. 

It was my desire to create the 
impression of reality. In other 
words, I wanted to make the audi- 
ence feel that they were seeing, 
not projected pictures of organs, 
but that they were actually view- 
ing these organs in three-dimen- 
sion reality within the figure. How 
then to achieve this illusion? It oc- 
curred to me that if the figure were 
tinted so as to impair its transpar- 
ency just sufficiently so that light 
impinging on it from the front 
would be reflected, but light com- 
ing in from behind would pass on 
through, it might be possible to 
create this effect. That is, the fig- 
ure viewed from the front, without 
any illumination from within, 
would appear opaque, as though 
she were constructed of alabasteror 
some such material. In this way 
the audience would not be con- 
scious of the fact that there was 
a screen within the figure; only 
the pictures themselves as they 
were cast upon the screen would 
be illuminated and thus they 
would be the only things visible. 
If these pictures were properly 
rendered to give three-dimensional 
effect, by the use of light and 
shade, perspective, etc., the eye 
would be deceived into believing 
that the organ was actually there. 
The effect in one sense would be 
like that of theatrical gauze. 

The problem of tinting the fig- 
ure then became one of major im- 
portance in the entire project. 
After considerable experimenta- 
tion, I chose an alcoholic soluble 
dye and sprayed it on to just the 
right density to achieve the proper 
degree of translucency. The vari- 


Here is the completed figure de- 
signed and built by Dr. Netter. 


























ous markings, such as the eyes, 


NEW FILMS nose, lips and folds of the body, 


‘ ; etc., were slightly accentuated in 

Four recent sound motion pictures pg rey ? s e 
produced for the business field . . . this tinting, so as to emphasize the Les e 
oo modeling of the figure. O 2 aA 


The problem of projection meth- 
ods now arose. My first idea was 
that of utilizing an animated mo- 
tion picture but this idea was dis- 
varded because I felt that the 
flicker of the picture, slight as it 
was, would destroy the illusion of 
reality. Furthermore, as the dis- 
play was to be shipped and main- 





A BURTON HOLMES FILM 
WINS WOMEN CUSTOMERS 
FOR MILAPACO ... 





@ Getting the woman’s point of 




















Wisconsin) BANKERS ASSOCIATION: tained in San Francisco, three view is important to many film 
Your Money & Mine an educational thousand miles away, for a period sponsors. “To the Ladies ,a Burton 
film telling the story of banks and £ pine the I was a tthe afvaia Holmes Film production for the 
bankers to the public and to bank OF Rime MOoutnS, eperten atte SEPA Milwaukee Lace Paper Company, 
employees. of trouble from film breakage, etc. is now showing to hundreds of ap- NOW AVAILABLE 
Running time: 30 minutes USES 16 PROJECTORS preciative women’s groups every- FOR FREE LOAN 
DistRIBUTION: Wisconsin organiza- The solution lay in the utiliza- where . .. winning consumer ac- 
tions and member banks, ete. Pro- ti peer seed alia aa 5a ceptance for the product and sales ie vn Radibas’*. cbnesinn Petes 
duced by Ray-Bell Films, Ine., St. ion O sy nehronized side projec- for dealers. cess Alexandra Kropotkin, 
Paul. tors. Having reached this conclu- Whether for tractors or lace pa- tanane Shen seeing Sones Sie Se 
- ‘ : 7 >ur many vears of experience ception to the application of 
* sion, I took the matter up with aggets <a ii asc Mt : die-cut lace paper to simple 
; : te in producing commercial motion elegance and gracious living. 
Mr. W alter Schwanhauser, chief pictures and slide films as well as Many fa us Kroepotkin reci- 
2 . . . heatrical “shorts” has been a con- pes are prepared in her kit 
engineer for the Beseler Stereopti- ur eatrica . . _ “ en, many delightful Kropotkin 
; C any. at 13 East 23 sistent record of successes. We know talkie eattéane chown, Suliaile 
vinta ompeny, at tv an ww how to combine those all-important for every women’s group. 
Street, New York. We studied the ingredients: the customers’ points- Available on application 
: ¥ -view , ‘ alers'! in l6mm sound film, 
script and found that we could of-view, yours and your dealers! mounted on 800 foot 
- ae . Running time: 22 
procure the desired effect by utiliz- iddress Business Films Department aaa =e 
ing sixteen small projectors to- 








gether with a double dissolving 


N is 
hi tees ae Rurton Holmes Films, tne. 


} 
tors in all. The sixteen small pro- | -2 00 Nuch Auhlond 
| 





Unitep Morors Service: I'll Say She 


Is an inter-organization sales training Serene tili lin th “ Avenue * Chicago. Illinois 
. : . +): ectors were utilized in 1e projyec- 

film on the New Delco Sales Stimu- J A : pro) PRODLCERS e@ DISTRIBUTORS e@ LABORATORY SERVICE 
lator. Running time: 25 minutes tion of organs in various parts of 

Distrisution: Dealers, branch repre- the body. 


sentatives and service men nationally 
handling the Delco line. Produced by 
Industrial Pictures, Inc 








The script called for the various 
glands to light up in series, with 
moving arrows leading from one 
to the other. This part of the work, 
as I have said, was handled by 
these various projectors. The mov- 
ing arrows were also produced by 
a series of these small projectors 
which lit up in sequence. 

The problem of making the il- 








SHORTS—FEATURES 


in L6mm. Sound Films 





The GUTLOHN library of Entertainment and Educational 





lucteations was a rather dificult films will lend distinction and sparkle to your programs. 
one in view of the accurate regis- These pictures include outstanding musicals, cartoons, 
~ . * : . . . . . 
Gases An Seemex Bete & tration which was required and comedies, travels, literary classics, science, sports, world 
the Nation's Playgrounds an all-color also of the impression of reality affairs and novelties. 
- Weste avelogue, s ing al - ae aa, 
— per — me, caning a which we were striving for. This 
, Running time: 30 minutes effect which was required, we Send for catalog listing over 1200 sub 
DistrisuTion: Nationally to civic achieved bv making a verv careful jects available for rental, lease or sale. 
groups, luncheon clubs, schools, ete. ° af* i oe ‘ 
Produced by Stith-Noble Corp, Ltd. rendering of the basic illustration, 











that is, the womb, in air brush and 
then painting in very accurately 


We Supply Films for 
upon transparent celluloids the SPONSORED SHOWINGS 


including projection service. 


successive changes within that or- 
gan, very much like the procedure 














one would follow in making an ani- 
mated motion picture. 
Having completed our animated 
== transparent lady, the effect which 
ae > Es = we had obtained dramatic and so 
Catctum CxHLoripe ASSOCIATION: striking. The process permits the 
Low Cost Dustless Streets & Roads le trast ? any ahveialsaicel 
Technical film on low cost road im- daemons ra on O any pnhysiologica 
provement showing use and applica- process within the human body, 
tion of calcium chloride in road build- nr e. . 
; or for that matter, within any ob- 
ing. Running time: 25 minutes, appr. Sant ith ° t ° hs t a 9 mc. 
Distrisution: To road commission- ject, either animate or inanimate, 
ers, county officials, engineers and such as the operation of an engine 35 West 45th Street New York 
technical men. Produced by Industrial within an automobile. action with 
Pictures, Inc., Detroit. ° on 3° | aamaniatie 
in a building; etc. 
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VAP( ) RATE 


raear™ 


YOUR 
FILM PERFORMANCE 


deserves the im- 
provements VA- 
PORATE protec- 
tion assures. 


YOUR 

Film BUDGET 
deserves the econ- 
omy VAPORATE 
protection pro- 
vides. 


INSIST ON 
PRINTS 


VAPORATED 


for better screen- 
ing and longer 
useful life. 

VAPORATE protects over five hundred 
million feet of theatrical, industrial, edu- 
cational, rental and personal motion pic- 
ture, slide and continuous display films 
annually, against damage from climate, 
scratches, wear, oil, dirt and finger marks. 


CONVENIENT—ECONOMICAL 


VAPORATE Service is available, through 
roducers, dealers and laboratories in the 
Gnited States, England, France and Italy. 














LOS ANGELES 
well Craia Movie Co 

3 S. Olive 
et 


NEW YORK CHICAGO 
Vaporate Co., Bell & Ho 




















FOR GOOD ADVERTISING 
have your type set by a typographer 
because he will always give you 
greater value in general appearance 
and the satisfaction you can obtain 


only by purchasing the very finest. 


ADVERTISING TYPOGRAPHERS, INC. 


341 EAST OHIO STREET cuHicaeco 








G-E A VISUAL PIONEER 


(Continued from Page 24) 


tin nose to reduce spill light. Simple but firm 
clamping structures hold the lighting units to 
the top of each set without sacrificing height 
or freedom to move set walls about for various 
camera angles. A Fearless turntable dolly and 
blimp which houses a modern NCMitchel 
Camera allow full flexibility and quietness dur- 
ing synchronous takes. 

A recently designed Mole-Richardson boom, 
Type 103-B, supports one of several kinds 
of microphones the sound recordist may care to 
use for a particular job. Most of the synchron- 
ous recordings are made with either a standard 
velocity or semi-directional velocity micro- 
phone. An inductor type is used when possible 
for voice-overs or disk recordings. We have re- 
cently designed and constructed a complete 
new amplifying channel capable of mixing four 
different inputs with the highest quality. The 
overall frequency characteristic is flat from 30 
to 10,000 cycles, plus or minus 2DB. 

For film recordings, which will be played 
mostly on standard equipment, a rise in re- 
sponse at the high frequency end amounting to 
8DB at 8000 cycles can be introduced. Record- 
ings which will be reduced for 16mm. reproduc- 
tion are peaked a similar amount at 4000 cycles 
with a sharp cut-off at 5000 cycles. Individual 
compensators are provided in addition for each 
of the four mixer positions giving an alterna- 
tive of either 0, 9, or 13 DB loss at 100 cycles. 
This equipment is located in a room adjoining 
the studio. A sound-proof window of three 
floating glass panes allows the recordist full 
view of the studio. 


RECORDING EQUIPMENT DESCRIBED 


Film recording is done on a PR23 RCA Re- 
corder with ultra-violet light and biased-shut- 
ter ground noise reduction. Disk recording is 
done on a Presto semi-portable machine. Both 
78 and 33-1/3 recordings are made — some for 
single use, others for processing. Inbuilt also 
are three turntables which may be used for 
playback or dubbing-in purposes. The output 
from these tables feeds into a separate three- 
position mixer which parallels the other mixer. 

A reconstructed early type film recorder 
serves as a film phonograph. This is tied in by 
means of selsyn drive to a standard projector 
so that re-recordings and direct recordings may 
be made synchronously and with the lowest 
sound losses. For location work, a laboratory 
model recorder and a compact broadcast field 
amplifier are used. With this apparatus nearly 
all types of sound work which might be re- 
quired are possible. 

Auxiliary camera equipment consists of a 
silenced Bell & Howell equipped with a silent 
Unit “I” type shuttle and a direct-on-film 5 
and 10 X focusing magnifier. This unit in a 
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blimp of our own construction allows two an- 
gles to be shot simultaneously when a sound 
take of a difficult-to-repeat action is called for. 
The preference is to shoot with one camera; 
light for each angle; and repeat the action. This 
same camera or an Akeley is used for most lo- 
cation work. The latter is particularly adapt- 
able in factory shots or transportation se- 
quences. Two Eyemos and a DeVry, all spring- 
driven, fulfill a useful service in the making of 
odd angle, insert, or grab shots. Because of 
their simplicity, they are often turned over to 
salesmen who may be traveling and can pick up 
a shot or two which will be satisfactory. Re- 
cently some footage of a trolley-coach installa- 
tion in Honolulu was made by the sales en- 
gineer sent from the states to supervise their 
operation. Such procedure is of course a gam- 
ble; but so far the company considers that it 
has been lucky. 

A second Bell & Howell, adapted to handle 
two films in perfect register and contact, as 
well as to run a single thickness, is in the labo- 
ratory. This camera is mounted on a vertical 
table-type stand for making animated draw- 
ing sequences. The stop-motion control is 
operated conveniently through solenoids and 
even illumination is supplied from Mazda 
lamps in soft-type reflectors. This same camera 
may also be mounted on a horizontal lathe bed 
mount for copy work, run up titles, ete. Dis- 
solves, wipes, and simple montage effects are 
made with this camera by running the master 
positive and duplicate negative together, con- 
trolling exposure with the lens iris, and creat- 
ing the effect through the reflection of light 
from black and white cards which are ani- 
mated. Though slow and limited, this pro- 
cedure has produced all the effects the depart- 
ment has thus far had occasion to need. 

Two standard continuous Bell & Howell 
printers in addition to the optical reduction 
printer and the special sound printer previously 
mentioned, are in a small but adequate dark 
room. A D.C. generator and control panel pro- 
vide constant voltage to the motors and lamps 
so that printing densities may be constant. All 
negatives are optionally timed by the man in 
charge for the first print. Changes in timing, if 
in order are made after conforming. Because all 
the negative processed is shot by the same 
cameramen, there is little variation, so visual 
timing is satisfactory. All 16mm. sound print- 
ing and some large printing orders for standard 
release are done by commercial laboratories. 


ALL PICTURES IN FIVE GROUPS 


* The pictures produced with this equipment 
are rather diversified, so it is somewhat difficult 
to draw sharp lines in classification. In general, 
however, they break down into the following 
groups: 

1. Institutional or informative — the sub- 
ject matter of which may influence a general 


(Please turn to page 38) 
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A TRIUMPH 


For Novelty ... Camera Angles ... Editing 
. Dialogue . . . and Natures Wonders! 


TRAVE LERS 


Film Daily says — ‘You are going to expe ri- 
ence a de lightful treat when you see this series 
on the screen. Superlative narration and photog- 
raphy. La Varre’s voice and 
delivery make you feel as if 
you were right there with 
him as his camera catches 
the changing scenes with ex- 
cellent accuracy.” 

WRITE FOR PARTICULARS 
145 W. 45th St., Dept. 15 
NEW YORK CITY, N. Y. 











x ABBE FILMS x 


1265 Broadway, New York, N. Y. 


Invites your membership to their large 8mm. 
— 16mm. rental library. We supply suitable 


programs for conventions, etc. 


Mail inquiries and orders solicited. 








342 Madison Avenue 


PLANNED 16mm. MOVIE PROGRAMS 


FOR ALL ORGANIZATIONS 


SPECIAL SUBJECTS: 1938 National Golf Tournaments 
Garden Subjects in Color Nickelodeon Movies 


NATIONAL FILM PROGRAMS 


INCORPORATED 


New York City 











presenting 





“SOPHIE TUCKER” 


in a musical filled with swing and rhythm 
1 reel .. . 16mm. sound 


PICTORIAL FILM LIBRARY, Inc. 


New York City 


130 West 46th St. 
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A Unique Combination 


FILM PRODUCTIONS that really tell the story 
of the products of the leading manufactur- 
ers of the country 


DISTRIBUTION SERVICE that takes that story 
to hundreds of thousands of prospects any- 
where and everywhere 


Guaranteeing Results 


C. L. VENARD 


(THE VENARD ORGANIZATION) 
702 S. Adams St. Peoria, Illinois 














“How They Use Pictures” 


REPUBLIC STEEL FILMS 
DO TWIN SELLING JOBS 


Repuswic Street Corporation, Cleveland, Ohio, 
in recent vears has enlisted the media of sound 
pictures to do two selling jobs, one for their 
product Enduro Stainless Steel and one for 
Agricultural Extension Bureau on behalf 
of Republic’s many products for the farm such 


their 


as fencing, fence posts and wire. 
“Steel 
is a good example of an 


The more recent of the two, entitled 

Servant of the Soil” 
educational motion picture produced for com- 
The three-reel film 


progress in fencing and farming methods and 


mercial purposes. traces 
depicts some of the crude barriers which served 
as fences in early pioneer days. It unfolds the 
modern mining of iron ore and its conversion 
into molten metal and leads into a climax show- 
ing the manufacturing of fencing and the elec- 


trogalvanizing of wire—a new process recently 





developed by Republic. 
the 
a commercial scale about ten years ago, it has 


Since introduction of stainless steel on 
been necessary to carry on an educational cam- 
When stain- 
less steel first bowed to America everybody ad- 


paign on behalf of this product. 


mitted that it was marvelous, amazing and 
true 
thought it was too hard to work, 


wonderful but to tradition, fabricators 
housewives 
thought it was nice but ..., makers of large 
equipment for textile, food, meat packing and 
other industries thought it was fine but .. . , ete. 

Over the years, these viewpoints have been 
changed and stainless steel is now accepted in 
its own right. 

One of the methods used by Republic to 
bring this about is the movie entitled “Enduro 

The Magic Metal of Ten Thousand Uses” 
The production is divided into three parts (1) 
production of stainless steel, (2) fabrication, 
and (3) uses. 

Republic is well pleased with the results of 
these two pictures. The one on stainless steel 
is now in its fourth year and is still going strong. 
Bookings for the agricultural movie, in its first 
year, indicate that it is a success. Distribution 
is handled in the case of the former by assign- 
ing permanent equipment to centrally located 
district sales offices. The latter, being shown 
almost exclusively in states, is 
distributed from the Agricultural Extension 
Bureau’s headquarters in Chicago, Illinois. 


midwestern 





| PROJECTION SERVICE ‘| 


A COMPLETE eee, 
MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pictures. 
The non-theatrical service includes supplying projec- 
tors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th Street, N.Y.C. Lexington 2-9850 


Local operating point N. ]. and Conn. 






















in upper N.Y 





* We’ve scored again! 








The outstanding 
motion picture of 


Banks & Bankers! 
“YOUR MONEY 
and MINE” 


Produced for 
Wisconsin 
Bankers 


Association 


by 


Saint Paul 





Producing 


Business Films since 
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RAY-BELL FILMS, inc. 
Minnesota 





Business Opportunity 


With mid-western commercial film production 
company for man with well rounded slide film 
and motion picture experience. Must be able to 
contribute to the success of the organization in 
other than routine activities. Capital investment 
not essential. Write fully to Box 29, c/o Business 
Screen, 20 No. Wacker Drive, Chicago, Illinois. 




























PAN AMERICAN FILMS 


Y nounces 


NEW cuicaco taporatory 
EXCLUSIVE 16MM SERVICE 


Expert machine processing of 
16mm. negative or positive film. 
Economical schedule of prices fur- 
nished on request to business or edu- 
cational film producers and users. 


Direct 16mm. sound recording on 
modern “‘noiseless”’ sound equip- 
ment plus the services of skilled 
laboratory and sound technicians. 


Free 
ypraen CONSULTATION 
SERVICE 
FILMS at your re- 
EXCLUSIVELY 
quest! 





PAN AMERICAN FILM LABORATORY 
325 WEST HURON STREET - CHICAGO 

























PUT YOUR STORY ACROSS 


WITH “4 
~ 


PROJECTORS 





Show your slide films to greatest advan- 
tage with this superb machine. Brilliance 
and precision in projection for all branches 
of sales activity. 
Diafant offers highest illumination and opti- 
cal perfection; shows sparkling, lifelike 
images under even the most adverse condi- 
tions. Advanced design plus scientific heat 
prevention prolong life of valuable films. 
Model illustrated takes 35mm film in strips, 
rolls or slides. Other models for larger film 
material. 
Write for literature and prices. Special 
quotations on dozen lots and 
larger orders. Address inquir- 
ies to Dep't S-3 





INTERCONTINENTAL MARKETING CORP. 


8 WEST 40th ST., NEW YORK 





Complete literature concerning any advertised product 
may be obtained from the Screen Service Bureau of this 
magazine. Simply address 20 N. Wacker Drive, Chicago 











WITH NORMAN WILLETS 
SOUND PRODUCTIONS 
BECAUSE: 


. We've a quarter of a century experience in 
ALL the diversified branches of nhotography— 
and know ALL the angles in cutting the corners 
on costs. 

Because we KNOW, we work smooth and fast 
— saving you a lot of time and more import- 
ant — a lot of money. 

Our studios are modern, equipment the finest, 
editorial and technical resources thoroughly 
reliable. 

. We employ the top-flight editorial assistance 
of the Ballard Film Service — they've scored 
many a screen hit for some o 
greatest industries. 

Do you need sound films? JUDGE FOR YOUR- 
SELF by checking your business with the Norman 
Willets ‘Production Analysis’, NOT a sales 
story, but a valuable business film ‘‘check- 
chart." Send for it today. No obligation. 


N-W SOUND PRODUCTIONS 


316 W. Washington Bivd., Chicago, Ill. 
anan an anenanan 
Dear Sirs: BS39-1 
Send your helpful Production Analysis. No obligation, 
of course. 

Name 

Company 

Address 


~ 


~ 


a 


America's 








Se State ; 
Norman Wiliets Sound Prod. 316 W. Washington Bivd., Chicago 





G-E A VISUAL PIONEER 


(Continued from Page 36) 


audience to buy electrical and when they do 
so, to buy General Electric. Such pictures 
find release first through theatres, and then 
through schools, colleges, organized social 
groups and business clubs. 

2. Sales pictures in which the idea or 
products presented may influence special audi- 
ences to buy General Electric. Such pictures 
are also used within the organization to keep 
its own men abreast of developments. On occa- 
sion, they are presented before technical groups 
interested in the engineering phases of the 
subjects. 

3. A third group might be termed “histor- 
ical.” Pictures of leading men or outstanding 
events are chronicled for posterity and for or- 
ganization training. Such pictures acquaint the 
new men with some of the past and present 
leaders and with the company’s history and 
ideals. 

4. Special films for limited use at company 
meetings and the like form another group. Their 
theme is usually inspirational and their job is 
to stimulate the sales force. 

5. The use by engineers in recording tests, 
or in the study of mechanical action, in an- 
alyzing rapid motion, by means of high speed 
photography, for example, or in showing meth- 
ods of manufacture, comes within a fifth group. 


DISTRIBUTION PROGRAM VARIES 

The distribution of individual pictures, of 
course, varies with the subject, and their indi- 
vidual application is guided by the sales prob- 
lems involved. 

Theatrical distribution is handled through 
a regular agency. The booker is supplied with 
prints and he makes contacts, bookings, and 
handles the physical distribution. School and 
college requests are handled either directly 
from Schenectady or from our nine district 
offices located throughout the country, or 
from several educational centers, all of which 
have prints in both 35mm. and 16mm. widths 
on deposit. In passing, it may be noted that the 
demand for 35mm. prints is falling off with 
marked rapidity, while the requests for 16mm. 
are mounting rapidly. This situation prevails 
in both silent and sound films. 

G-E district office s are also equipped, as 
also several of our local offices with 16mm. 
sound projectors, so that customer showings by 
salesmen are relatively easy. The only request, 
other than that of careful handling, made upon 
the user is the filling in of a report card, stating 
the number of times and before how many peo- 
ple a subject was shown, and the comments re- 
sulting from the showing. From these records 
G-E’s last year’s reported distribution showed 
an overall total of some twelve and a quarter 
million people from nearly eighty-one thousand 
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showings. If this figure amazes, it may be added 
that on certain types of films the company can- 
not meet the requests for showings. 

Perhaps G-E’s use of pictures can best be 
stated by quoting Mr. C. H. Lang, Manager of 
the Company’s Publicity Department: 

“FILMS ALMOST INDISPENSABLE” 

“We have found that talking pictures pro- 
vide a valuable approach to our many-sided 
educational work. They are almost indispens- 
able in telling a broadly educational story to 
school and college classes and to groups which 
expect entertainment as well as instruction. We 
also make constant use of them in presenting 
engineering, manufacturing, and sales stories 
for the instruction of our own organization or 
to inform customers as to the making and use 
of our products. With such a story on film, we 
know that the facts will be presented in the 
way that we wish to have them presented. 
Factory methods and important manufactur- 
ing operations can be pictured and described in 
the most effective and realistic way. 

“Talking pictures are a part of our exhibits, 
sales presentations, and traveling displays. We 
have used them, also in pointing out ways of 
improving factory methods to the members of 
our own organizations and for recording im- 
portant engineering studies. 

“Naturally with a staff and a studio avail- 
able at all times, we use these facilities in many 
other special ways which are peculiar to our 
business. The general uses which I have men- 
tioned indicate the value that we place on 
talking pictures as an important tool in sales- 
promotion work.” 





* * 


Coming Events: 


Forthcoming features for the editorial 
and technical departments of Business 
Screen... 
‘ ‘ ‘ 

Deater Tieves & Tue Business Firm: How suc- 
cessful film programs were worked out 
through local dealers. Examples of typical promo- 
tions. 


business 


Tue Firms & Winvow Disptay: A folio by Barnes 
& Reinecke, noted industrial designers, showing the 
unique methods of applying existing motion picture 
and slidefilm equipment to all types of windows. 


Wortp Fares & Friis: Sixteen pages of complete 
theatre projection layouts, sketches showing the un- 
usual projection setups at the New York and San 
Francisco Fairs and reviews of the pictures used. 


Tue Tecuniques or Screen Apvertisinc: An au- 
thoritative article on the methods of making a 
screen advertising program; the good and bad ele- 
ments. 

‘ os 


Apvertistnc Acenctes Learn Asout Fitms: A 
Forum on the Business Screen by Leading Agency 
Executives of New York and Chicago. 


) ‘ ‘ 
SOON! THE ANNUAL AWARDS NUMBER! 
ALSO: Ist ANNUAL SCREEN DIRECTORY. 
* * 


























THREE 
NEW STARS 








EASTMAN’S new motion picture negative 
films ... general-purpose Plus-X, high- 
speed Super-XX, ultra-fine-grain Back- 
ground-X ...add highly dependable per- 
formance to extraordinary special abili- 
ties. Their instant acceptance and con- 
stantly wider use by the industry mark 
them as today’s outstanding raw-film stars. 
Eastman Kodak Company, Rochester, N. Y. 
(J. E. Brulatour, Inc., Distributors, Fort 


Lee, Chicago, Hollywood.) 





EASTMAN Plus-X... 
Super-XX ... Background-X 
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Every unseen value can be made visible and made vivid 
with or without color by the use of the newest Jam Handy 


animated drawing processes which will show the inside 
workings of anything whatsoever. 


shhh ANd AR SOSH et 


ak 


You can give dealers, salesmen, and prospects a quick 


“mind's eye” grasp of vital features and show them all 
that goes on out of sight. 


A hidden sales feature can be brought out for all to see 
and understand. 


The Jam Handy Organization can help you leap the gap 
between the minds of your experts and those of your 
sales organization or your prospects. On whatever you 


would like to have them know the knowing is made 
easy. 


Technicolor animation vividly points out a hidden sales fea- 
ture — why a new piston design eliminates pings caused by 
too rapid acceleration when lower priced gasolines are used. 


l. Intake — charge of gasoline 3. Burning; the start of the explosion 
shown in blue. within the cylinder. 


2. Compression — valve closed: 4.End of power stroke: exploded 
heat by compression indicated. gasoline shown in red, pushing 
down piston. 


5. Exhaust: burnt gases about to be exhausted. 


THIS TECHNICAL ANIMATION WAS PRODUCED IN OUR 
OWN COLOR STUDIOS EXCLUSIVELY UNDER OUR CONTROL. 


The JAM HANDY 
6; «ganization 


Slidefilms * Talking Pictures * Sales Conventions * Playlets 
New York. 19 West 44th Street, MUrray Hill 9-5290 Detroit. 2900 East 
Grand Boulevard, MAdison 2450 Chicago, 35 East Wacker Drive, 
STAte 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809 





